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Secon M10 180 aasenn ST) CHICAGO, Sept. 17, 1905, 


The Indianapolis-Star, 
Indianapolis; Ind. 
Gentlemens 
After e minute Investigation of your ciroulation I beg to advise 
you that for Mondry, September 14, 1903, which seemed an average 
day, I found: ine 


Paid Office Sales 23 copies 
‘* Newsboys 1,660 ‘* 
** Carriers 15,902 ** 
** News Stands 2,259 ** 
Total City Paid io,844 


Paid Country Agents 20,313 copies 
** R.P.De Carriers 13,491 ‘* 
** Single Wrap Mail fel 
Total Country Paid * 34,434 


——— 


Total paid circulation 54,278 copies 
Your press run, I found, for that day was 60,550 copies. 
I congratulate you upon your very large percentage of paid 
ciroulation which for Such a rapidly growing publication as The Star, 


I consider unusual, 
Yours very truly, 
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To Insure Your Business 


running at full speed in cull times as well as good times, 
take out a business insurance policy by advertising in 


The Butterick Trio 


with its circulation of 1,350,000 each issue, costing 
$6.75 per line. The man who waits until his business 
gets sick, to try this insurance, can no more benefit by 
such a policy than can the sick man insure his life— 
he is too late. If you have been putting off insuring 
tn business by advertising or because you do not 

now what kind of a policy you should get, write the 
Advertising Department of The Butterick Trio and ask 
its advice. Address, 


THOSIAS BALMER, Advertising Manager, 17 W. 13th St., New York 
W.H. BLACK, Western Ady. Manager, 200 Monroe St., Chicago 


For the JANUARY issue of The Butterick Trio, forms close November 1o. 
Begin your New Year's business by taking out advertising insurance. Don't keep 
on with old methods that are off the track of up-to-dateness. 
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TITLE INSURANCE AND 
HOW TO ADVERTISE IT. 





As financial advertising develops 
the quality of copy improves. Some 
of the arguments put forth while 
this branch of publicity was in the 
experimental stage smacked of the 
professional adwriter, who writes 
from the outside necessarily, how- 
ever effective his copy may be. 
The operations of banks and trust 
companies are technical. It stands 
to reason that as bankers them- 
selves become acquainted with ad- 
vertising principles they will de- 
velop technical arguments. “Tech- 
nical” is a dryish sort of word. 
Technical copy is likely to be 
clumsy and lacking human inter- 
est. But technical arguments can 
be made interesting. They are, in 
fact, the best arguments when han- 
dled ably, as in the newspaper ad- 
vertising of the Title Guarantee 
and Trust Company, 146 Broad- 
way, New York. 

Title insurance safeguards own- 
ers of real estate. A title insur- 
ance company searches records 
and agrees, for a consideration 
based usually on the price paid 
for the property, to assume all law- 
suits or contests of the title so 
long as it rests in the person who 
took out the insurance. This ser- 
vice is now performed in many 
States by trust companies. Per- 
haps no other function of the trust 
company is so little understood by 
the general public. 

The Title Guarantee and Trust 
Company is said to be the largest 
concern of its kind in the world. 
Title insurance is its chief special- 
ty, though general banking and 
trust company facilities are also 
offered. More than 600 people 
are employed, with a yearly pay- 
roll aggregating $700,000. Twen- 
ty years old, the company has al- 
ways advertised in some way. 


Lately, 


however, its appropriation 
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has been increased and the adver- 
tising developed by the treasurer, 
Edward O. Stanley, who was for- 
merly an editor of financial jour- 
nals in Boston. 

“We employ nearly 150 lawyers 
who search real estate records in 
Greater New York,” said Mr. 
Stanley. “They turn up many in- 
teresting and even romantic facts 
about old transfers, all of which 
show the value of title insurance. 
Property is lost through faulty 


The Unknowable in 
Real Estate Titles 





On October 3, 1899, the case of Mat- 
den vs. Dorthy, the Court of Appeals 
of New York State held invalid a deed 
which was actually signed by the owner 
of the property because she claimed that 
she did not know that the instrument 
she was signing was a deed; and alsd 
held a subsequent mortgage, based on 
said deed to be inyalid. 





No amount of acuteness, knows 
ledge or experience:in an examin- 
er can protect purchaser or mort- 
gagee against such defects in title, 


Title Insurance 
Is the Only Safeguard. 


Insure in the 
Oldest, Strongest, and Best, 
GUARANTEE 
ANDTRUST COMPANY. 
CAPITAL & SURPLUS - - $5,000,000 


146 Broadway, New York. 
t75 Remsen St, Brooklyn, 


titles or fraud, and often there is 
a defect in a title a century old 
that eventually brings it into liti- 
gation. It seemed to me that these 
incidents were the best arguments 
we could get for our advertising. 
Some of them, in fact, cannot be 
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published, as they would put dan- 
gerous information into the hands 
of. criminals. So one of the best 
arguments we have for title in- 
surance cannot be employed. Our 
advertising is confined to New 
York dailies, calendars and book- 
lets. We use the Sun both morn- 
ing and evening, Times, Herald, 
Tribune, Evening Post, Commer- 
cial Advertiser and Mail and Ex- 
press. Our ads appear in display, 
but are printed in the classified 
columns under the head of ‘City 
Real Estate.’ I can’t say that we 
trace any great quantity of busi- 
ness direct to this publicity, but 
the ads are commented on, and 
we know beyond question that an 
expenditure for advertising is fol- 
lowed by an increase of business. 
When we publish an ad showing 
how titles have been invalidated 
in certain ways we frequently re- 
ceive inquiries from persons whose 
property is affected by similar con- 
ditions.” 

Following are some of the ads 
used by the company the past 
summer: 


LAND CHARGED WITH PAYMENT 
OF LEGACY UNKNOWN TO 
OWNERS. 


In 1814 C. M. died and by will left 
a tract of land to two sons, charging 
the land with payment of a legacy of 
$467 in favor of his son George for 
life, and after his death for the use of 
the heirs of George. He died in 1851, 
leaving as his only heir his grand- 
daughter, who knew nothing of her 
great-grandfather’s bequest. In 1804 
she learned through an aged grand- 
uncle of this bequest and brought suit 
to recover. The Court decided that she 
was entitled to recover the $467 and in- 
terest at 6 per cent, from 1849, a period 
of nearly fifty years. The persons then 
in possession of the property were 
obliged to have it sold or pay the money. 
If this company had insured the title it 
would have conducted, at its own cost, 
the litigation involved. It would, if de- 
feated, have made good the loss to the 
insured. 


CONDITION IN DEED VALID 
AFTER MORE THAN ONE HUN- 
DRED YEARS. 

“Notwithstanding the long possession 
of the appellant without molestation, it 
does not appear to have been such a 
possession as could be relied upon 
against the possible heirs of those guar- 
antors.” (From opinion of Court of Ap- 
peals.) In this case, certain land con- 
veyed in 1773 for the use of the Society 
of Quakers was sold in 1855 and the 
condition in the old deed forgotten. 
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Many years afterward the title was re. 
jected and the Court of Appeals decided 
that the heirs of the parties signing the 
— in 1773 were entitled to claim the 
an 





DANGER IN DUMMIES. 


The holding of real property by an 
individual in the name of a dummy oc- 
casionally causes litigation and loss. In- 
stances are numerous where dummies 
have managed to prove ownership and 
retained in their own name that which 
was really held in trust. There was a 
case in Amityville, L. I., where a man 
was deprived of all his property by 
trusting to one of his relatives. He 
conveyed property to a nephew for some 
business reason. Some time afterward 
he sought to have it reconveyed to him- 
self, and the nephew, who had been 
adopted as a son, refused to comply 
with the request. The actual owner 
died of grief and remorse. The Title 
Guarantee & Trust Company will take 
title to any real estate for its clients 
and hold and convey it as directed. 


LAND CHARGED WITH PAYMENT 
OF INCOME HELD _LIABLE 
AFTER SIXTY-THREE YEARS. 


In 1834 E. L. died, bequeathing by his 
will a considerable sum of money for 
one of his daughters for her life and 
after her death for her children, leavin 
two large farms as a means of provid- 
ing the money. Years afterwards cer- 
tain portions of these farms were sold 
and mortgaged, no one discovering the 
charge on them. L.’s daughter died in 
1892. In 1897 a suit was brought by 
her children to recover from this prop- 
erty the unpaid balance of annuity for 
sixty-three years. The Court of Appeals 
held that their claim was a good one 
and that the lands should be sold unless 
the money was paid, although “an al- 
most unprecedented time elapsed be- 
tween the conveyance of the property 
and the institution of the suit.’ 


FAMILY HISTORY 


is of the highest importance in passing 
a title to land. In country districts the 
facts may be easily ascertained, but in 
a great city, who knows the family his- 
tory of the successive owners for a gen- 
eration past of a certain piece of prop- 
erty? Who can tell whether wives were 
of age when they joined in deeds; or 
children were born after the making of 
wills, and not being provided for in 
them, took their share as if there had 
been no wills; or whether wills were 
suppressed by heirs; or what other un- 
discovered facts may have clouded the 
title to a million dollars’ worth of prop- 
erty? 











INVALID WILLS. 


It is notorious how many wills in- 
volving great estates are contested, es- 
pecially where there are large public be- 
quests. Note the Stewart, Tilden, Stan- 
ford, Fayerweather and numberless 
other contests. This affects the title to 
every piece of real estate possessed by 
the decedent. There are wills in nearly 
every title. If their validity is attacked 


(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 6. 


Home Papers in Home Cities 


Even when a daily paper goes into homes, its value to 
an advertiser depends on the kind of homes. The buying 
power of an average family in a medium-sized city is 
known to be greater than that of the average family in a 
great city, and, in addition to this, the people in medium- 
sized cities are more intelligent buyers. 


MONTREAL. 


Present population, 300,000. The metropolis of Canada, with its own 
steamers to European ports. A great natural center of commerce and of a 
home-loving population of 3,000,000 people. Growing at a faster rate than 
any other part of the Dominion. Covered every week-day evening by THE 
MONTREAL STAR, with a circulation exceeding 56,0co. 


MINNEAPOLIS. 


Present population, 225,000; area, 53 square miles; assessed valuation, 
1902, $120,000,000, which is only about $50,000,000 less than Milwaukee, 
which has 100,000 more people. Covered completely by THE MINNEAPOLIS 
JOURNAL, with a home paid net circulation of 56,000 daily. 


WASHINGTON. 


Present population, 290,000; area, 70 square miles; assessed valuation, 
1902, $219,700,000, or greater than Cincinnati (340,000 population) and Cleve- 
land (382,000 population). Completely covered by THE EVENING STAR, with 
34,000 net daily circulation. 


BALTIMORE. 


Present population, 558,0co; area, 32 square miles; assessed valuation, 
1902, $439,828,153, which is greater than St. Louis (575,000 population). 
Covered thoroughly by THE BALTIMORE NEws, with 40,000 net daily 


circulation. 
INDIANAPOLIS. 


Present population, 183,000; area, 28 square miles; assessed valuation, 
1902, $132,999,530, which is greater than that of Kansas City (200,000 popu- 
lation) and Louisville (225,000 population). Covered completely by THE 
INDIANAPOLIS NEws, with a home paid circulation of 72,000 daily. 


NEWARK. 


Present population, 280,000; area, 22 square miles; assessed valuation, 1902, 
$163,303,004, which is greater than that of New Orleans (300,000 population). 
Covered by the NEWARK NEws, as Printers’ nk says, “ like a blanket,” witha 
circulation exceeding 52,000 net per day. The News has a Sunday edition. 


M. LEE STARKE, 
Whee eouues = Mgr. General Advertising. i one 




















6 


the owner suffers unless he holds a pol- 
icy of title insurance. The attack may 
be unsuccessful, yet the expense of the 
litigation is very great. Our policy of 
title insurance binds the company to 
bear the whole expense of litigation, and 
to meet any judgment recovered. 


Another ad that attracted atten- 
tion was the following: 

THE UPBUILDING POWER OF A 
GREAT COMPANY. 

The Title Guarantee & Trust Com- 
pony, bes furnished more money for the 
uilding up of New York City since 
the close of the Spanish-American War 
than the entire valuation of the State 
of Vermont, and has sold these loans 
to satisfied investors. 

Total valuation State of 

Vermont, 1902....0c00- 
Amount loaned to owners 

of New York City real 

estate by Title Guarantee 

& Trust Company, 1899- 

1902 “ ++ $122,683,843 

“This method of comparing fig- 
ures with something that enforces 
their value hasn’t been used in 
bank advertising to any extent,” 
said Mr. Stanley, “but it is a 
powerful force to show the mean- 
ing of deposits, capital and sur- 
plus, which, when expressed in 
bald numerals, have little signifi- 
cance. 

“We use no miscellaneous pub- 
lications of any kind, but content 
ourselves with telling our story 
steadily in the New York dailies 
that reach property owners. Our 
expenditure for newspaper space 
must aggregate about $1,000 a 
month. Next to this advertising 
comes our yearly calendar. We 
get up the design for this our- 
selves, taking some little known 
but interesting incident in the his- 
tory of Manhattan Island, illus- 
trating it in a drawing by a capa- 
ble artist, and printing it in pho- 
togravure. One of our calendars 
dealt with Captain Kidd, who is 
remembered only as a pirate. Be- 
fore he turned buccaneer, how- 
ever, he was a trader out of New 
York, married a rich widow here 
and held a good deal of landed 
property. Another showed the 
purchase of Manhattan Island for 
60 guilders by Peter Minuit in 
1624. For the coming year we are 
to have a picture showing the sur- 
render of the island to the Eng- 
lish bv Peter Stuyvesant at eight 
o'clock a. m. September 6, 1664 
This ceremony took place at Gov- 





$120,831,000 


Ceo eee eereeeee 
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ernor Stuyvesant’s house in the 
Bowery—or the Bouwerij, as it 
was called in Dutch. After the 
surrender the Governor retired to 
his farm there, and he is buried 
in St. Mark’s Church. These cal- 
endars are naturally much more 
interesting than pictures of pretty 
girls, and identify us with titles 
and title insurance. We distribute 
more than 100,000 every year. 

“Financial advertising is being 
developed rapidly, it seems to me. 
The prejudice among bankers 
against publicity is disappearing, 
at any rate, for it is now clear 
that dignity is never lost as long 
as advertising statements are ab- 
solutely truthful. Bank advertis- 
ing needs the same elements that 
make other publicity successful— 
attractive style, forceful ways of 
putting facts, original stories and 
original points of view.” 

Besides this company a good 
deal of newspaper advertising of 
title insurance is being done in 
New York by the Title Insurance 
Co., 149 Broadway, and the Law- 
yers’ Title Insurance Co., 37 Lib- 
erty street. 

James H. CoLtins. 
——— ++ 


Tue poster is the big bel: Don’t 
muffle it with verbiage. Strike one clear, 
resounding note that will reverberate in 
the cars of the public and it will be 
ready to listen to the sermon that you 
preach about your product in the col- 
umns of the newspaper or magazine. 
The poster must be read on the run.— 
Mahin’s Magazine. 





BUSINESS EXPRESSION ILLUS- 
TRATED. 





“GooD FOR THIRTY DAYs.” 
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As a matter of plain truth, there’s only one. The American 


Newspaper Directory is the Webster’s Dictionary for advertising. 
As for its integrity, £ don’t believe that any fair-minded man ever 
questions it, be he publisher or advertiser— Daniel M. Lord, of the 
Lord & Thomas Advertising Agency, Chicago. 


if You Are an Advertiser Who 
Pays the Publisher’s Bills 


you are likely to be interested in Newspaper Directories. 
There are different kinds of directories. Some are 
published to please the newspapers and editors— 
they are the easy kind and area good thing for dis- 
honest publishers, for everybody else they are bad. 
The other kind—and only one of its kind—is the 


American Newspaper 











Directory 





whose publishers, Geo. P. Rowell & Co., of 10 Spruce 
St., New York, have for the last thirty-five years stood 
for the principle that every advertiser has a right to 
know the circulation of the medium he intends to use. 
The American Newspaper Directory is primarily pub- 
lished to aid the advertiser—in doing this it also helps 
the publisher, provided he’s honest and intelligent. 

No other directory contains—or pretends to give 
—such an amount of reliable information about the 
press of the United States and Canada. With a copy 
of the American Newspaper Directory to guide him 
the judicious advertiser may decide with accuracy what 
papers to use to his best advantage, as the Directory 
also conveys a topographical and commercial survey 
of the remotest county of the United States where a 
newspaper is published. 











Mr. John Lee Mahin, the Chicago advertising agent, recently 
said: “In my opinion, there is only one newspaper directory, and 
that is Rowell’s American Newspaper Directory. In the work of 
a this agency we use it constantly.” J 
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SAVINGS BANK ADVERTIS- 
ING. 


By Lucius Peter, Cashier of the 
Chicago Savings Bank. 

It is well to let one officer of 
the bank take the supervision of 
all advertising, having, of course, 
the counsel of his associates, for 
nowadays there are so many plans 
offered, all calling for the expendi- 
ture of money, that it really re- 
quires the careful attention of one 
man to direct a fixed policy and 
prevent the scattering of much 
money into channels other than 
the ones in which your real effort 
lies, for all good advertising is 
good, but some kinds are better 
than others. Let me say, in a 
general way, that savings banks 
should advertise and in most 
cases must advertise. 

It is also true that all savings 
banks in the United States cannot 
advertise alike, but in every case 
a dignified effort should be made 
to inform the public of a readi- 
ness, a willingness and an ability 
to care for the funds of the people. 
I say dignified, because I do not 
believe that a savings bank should 
ever use cheap, funny or prize 
package schemes for obtaining de- 
positors, or in any way employ 
methods that could be misunder- 
stood. 

On the other hand, don’t pub- 
lish a list of your directors in the 
local paper or put a card in the 
church calendar and a picnic pro- 
gramme and let it go at that. 
Rather carry out a definite policy 
of publicity, manfully telling the 
people who you are, where you are 
and what you can do for them. 

Many of us make the mistake, it 
seems to me, of either scolding or 
preaching in our adve-tising. Com- 
piling figures on how much the 
individual would profit by smok- 
ing no cigars or by staying away 
from the theatre seems too per- 
sonal and is not expected of us. 
I also feel that the time-honored 
dollar that accumulated so much 
interest in twenty-five years has 
been spent somewhere along the 
road; at any rate, it now seems 
to have lost much force as an ar- 
gument, and indeed it was a long 
time to wait: for so little. 

As a rule, we must take the man 


who wants to save and tell him 
how, for after all, we don’t get 
many unwilling savers upon our 
books. Modestly tell your man 
about the strength of your bank, 
who its officers are, trustees or 
directors; tell him of its conven- 
ient location and hours; tell him 
that he can secure a bank-book by 
making a deposit of $1, on which 
a fair rate of interest will be paid; 
tell him that you are willing to ad- 
vise him at any time about his 
business affairs; tell him that 
when he needs all or part of his 
money you will have it for him. 
All these things he wants to know, 

In making a choice of the me- 
dium to be used in reaching your 
public, consider the conditions in 
your own particular locality, 
Newspaper advertising is good, 
and I would advise that a part of 
every advertising appropriation be 
used in this way. In selecting 
newspapers for savings advertis- 
ing, don’t select one because it has 
the best financial circulation, but 
use those that circulate most 
largely among the general public. 

However, the great expense of 
newspaper advertising, and the 
number of advertisers, especially 
in the large cities, create a condi- 
tion that leaves much to be de- 
sired; besides that, you will want 
to get nearer to your prospective 
depositors than you can in that 
way. A booklet, brief and direct 
in its simple statements, furnishes: 
the foundation for personal effort. 

Let one of your officers, or a 
representative, call upon the em- 
ployers of labor in the neighbor- 
hood tributary to your bank ask- 
ing their co-operation in bringing 
the matter of savings to the atten- 
tion of their people. As a rule 
vou can obtain their support, as all 
right-minded men want their em- 
ployees to save. 

Ask them to use pay envelopes 
furnished by you and bearing your 
message printed upon the face. 
Put up a neatly framed sign of 
your bank in their workshops, and 
secure from them a list of the 
names of their employees—these 
names you can transfer to a card 
svstem for use later on in sending 
out booklets and personal letters. 

Make an occasional visit to see 
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that your si pns are “Ban 

you are otten; before ae 
you will , depoditors from this 
shop, -_ Wecome centres for 


more growth later on. 

Seek the active support of your 
depositors. Our bank always 
writes a personal letter to each 
new depositor, acknowledging that 
our officers are glad to have him 
with us and, while offering. him a 
welcome and the use of our ser- 
vices, we suggest that we would 
be glad to have him mention us to 
his friends. 

These and other plans will sug- 
gest themselves to you, but let me 
emphasize this: Secure and keep 
the good will of your depositors. 
That is the greatest of all adver- 
tisements; without it none is of 
avail. 

Give them every possible help 
and comfort in transacting their 
business; if many people in the 
community cannot conveniently 
visit a bank during your regular 
hours, keep open one evening a 
week for the savers. 

Require your employees to be 
absolutely courteous to every one, 


t particularly to the ignorant. If 
your tellers haven’t time to care 
for them, have enough officers to 
see to it that every person is well 
treated and if possible made to 
feel so. 

The pleased ones will soon cir- 
culate the report that your bank 
is not run by a lot of unsympa- 
thetic aristocrats, but by plain 
everyday men like themselves. 
Wait on your depositors as 
promptly as possible—let your sav~ 
ings system be as simple as is con- 
sistent with safety. Maintain at 
all times a sense of your obliga- 
tion to the public and certainly 
moderate success will follow. 

———~oo—— 


“QUANTITY IS SOMETIMES A FAC- 
TOR NG. 


IN SELLIN 


Large quantities of goods attract at- 
tention, impress the customer, and most 
customers buy more freely and quickly 
from a large stock than they would from 
a small stock. I at one time lived near 
two grocery stores, and in watermelon 
season one of them would buy half a 
dozen melons at a time and the other 
would buy one or two hundred at a 
time. The one who bought one or two 
hundred would be sold out first.—The 
— Marshall Wells Co., Duluth, 

inn. 





was as follows: 


Tribune ‘ . ‘ 
Record-Herald . ‘ 


Inter Ocean . 3 
Chronicle. ‘ ‘ 





American and Examiner 


In Chicago 
The Tribune Leads 


By 1,500,000 Agate lines. 


During the first nine months of 1903 the amount of 
advertising carried by THe TRIBUNE and its competitors 


- 5,542,036 agate lines 
+ 4,050,220 agate lines 
+ 3:734,203 agate lines 
- 2,958,878 agate lines 
- 1,820,462 agate lines 


Nearly A MILLION AND A HALF lines more than 
any other morning paper in Chicago. 

During the above time THE Cuicaco TRIBUNE (with 
one exception) carried more advertising than any other 
morning paper ia the United States. 
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simple elegance are 
mits salient features. 


every tenet of good 


Apparel will help you. 


if you wish to honor } 


in dress, Saks 


nctiveness and .« 








PARISIAN 


AUTO- 


MOBILE APPAREL 


0. Strom et Fils, 


of Paris,. 


have granted us exclusive 
control in this country of «> 
their clever creations. © 





ERT Shai os 


{ >» 


ey \ \ 


We need rarely say “No.” Hard-to-find 
requisites for the “Autoist” arc but one of 
the things in which we are Specialists 
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SAKS’ STREET CAR ADVER- 
TISING. 





The only department store in 
New York City using street car 
cards to any extent is the Saks 
establishment. Saks & Company’s 
cards appear in every surface and 
elevated car in Manhattan and the 
Bronx. The policy has _ been 
steadily followed in the year since 
the store opened. Cards have 
been changed regularly each week. 
Results have been very satisfac- 
tory. It is not maintained that the 
cards perform any service not to 
be had from the newspapers, but 
that they furnish an admirable 
supplementary force to other ad- 
vertising. 

It has doubtless been noticed 
that the copy for the Saks cards 
has been of a “high-toned” de- 
scription. During the summer 
months, for instance, attention was 
called almost wholly to automo- 
bile clothes in a series of excel- 
lent poster effects. There has also 
been a distinct trend toward the 
peculiar dialect of society—the use 
of such words as “shop.” “garb,” 
“mode” and so forth. The Saks 
store is unquestionably high- 
grade, and the advertising fits it. 
Several times of late, however, the 
writer has found himself on cars 
with people who did not have the 
anpearance of owning automo- 
biles, and the Saks card with its 
clever ultra-fashionable talk 
seemed a little misplaced. Adver- 
tising dealing with medium-priced 
business suits would have been 
more to the purpose, evidently. 
B t the Saks cards -have been put 
out with a well-defined purpose, 
and a good one. The “tone” of 
the arguments tends to raise the 
public’s opinion of the store. The 
man who buys a fifteen-dollar suit 
of clothes thinks well of a store 
that carries the latest things in 
auto togs. People are. in shop- 
ping as in social life, inclined to 
reach a little above their means 
for clothing and things that go to 
make an appearance. 

“The auto cards are profitable 
as direct promoters of trade in 
anto garb.” said one of the staff. 
“You can’t look over the people 
in a car and definitely say who has 


an automobile and who has not. 
With the Oldsmobile at $650 it’s 
not the millionaires who own 
autos, by any means. People hire 
them, and to*ride does not imply 
that one owns, for the man or 
woman who is at all known has 
invitations to ride during the 
course of the season. Of cout-e, 
that means correct clothing. So it 
isn’t the few who buy auto cloth- 
ing, but the many. The auto has 
come to stay. Its use is becoming 
more general every day. And 
even though people neither own 
nor ride, they are interested.” 
Besides the car cards and dis- 
tinctive ads in the dailies, Saks & 
Company send out fine literature 
to advertise special departments. 
This is sent to lists of hotel men, 
clergymen, motorists, people who 
have liveried servants and so on. 
Fine printing is a matter of course. 
Among the things mailed recently 
are a catalogue of liveries, an- 
other of clerical apparel and vest- 
ments, and folders dealing with 
Oriental rugs, traveling traps and 
clothes. When the store was 
opened it was the intention to sell 
nothing but wearing apparel, but 
t! scope has since been widened 


to take in silks, velvets, laces, 
linings, notions, napery, linens, 
trimmings, dress goods, white 
goods, wash goods, rugs, bed 


linen, upholstery, embroideries, art 
objects and art embroideries. 





e+ 


Rarety does it happen that a 
business man acts too soon, but 
thousands of failures were the re- 
sult of putting off action until it 
was too late. Opportuneness is 
of greatest importance to success. 


_—_> -——- 








“NOT MANY 
Weekly newspapers in the United 
States come up to the same standards 
of excellence that the 


WARSAW 
WESTERN NEW-YORKER 


does."—Printers’ Ink of Oct. 7, 1903. 


Published at Warsaw, the county seat 
and metropolis of Wyoming County, 
N. irculation 3,600, and growing 
every day. 














NEW YORK NOTES. 

A. H, Overman, a few years ago one of the 
world’s largest advertisers, is opening up an 
advertising shop. Having spent $1,000,000 
of his own money in exploiting bicycles, 
Mr. Overman velieves he is amply qual- 
ified to spend other people’s money in 
purchasing profitable publicity. He ex- 
pects to surround himself with a corps 
of the Lest men in the business and 
will write, design and place advertising. 

* * * 


Speaking of bicycles brings to mind 
the fact that Col. Albert Pope recently 
said at a banquet of advertising men in 
Chicago that he yet hoped to be the 
largest advertiser in America. He is 
making a fair start, for within a short 
time the Pope Manufacturing Company 
will place from its officé in the Park 
Row Building about half a million dol- 
lars’ worth of business. The Pope Man- 


ufacturing Company some months ago - 


acquired the best of the American Bicy- 
cle Company’s plants, and Col. Pope 
proposes to spend a lot of money in the 
effort to make the bicycle as popular as 
it was four or five years ago. The ap- 
ropriation is in the hands of Robert L. 
Winkley, who occupies the position of 
advertising manager for the Pope Manu- 
facturing Company. He has the advant- 
age of two consultations weekly with 
Nathaniel C. Fowler, who comes down 
from Boston for that purpose. 
* * * 


From nothing to 200,000 each issue is 
not a bad circulation record for three 
months, yet this is what Mr. Boardman, 
of the New York Illustrated Graphic, 
claims for his publication. Mr. Board- 
man, who used to be one of the stronger 
satellites that rotated around the depart- 
ed New York Recorder, has had a wide 
experience in the publishing business, 
but he says he has always made the mis- 
take of trying to get advertising first 
and circulation afterwards. He re- 
versed the order of things with the 
Graphic, and by working all the known 
circulation schemes, and several that 
were never heard of before, piled up a 
tremendous circulation in an incredibly 
short time. Yet Mr. Boardman says 
that every name on the books represents 
a dollar received within the last few 
months and that the books and letters 
are open to inspection to any one inter- 
ested enough to examine them. Having 
acquired the circulation, the Graphic 
will now make a strong bid for advertis- 
ing patronage. 

* 7 * 

The “original letter” trade is growing 
by leaps and bounds. A few years ago 
two or three concerns controlled the 
business and a great many otherwise 
energetic men considered it undignified, 
to say the least, to use letters. To-day 
practically every large mail order house 
—and that includes nearly all lines of 
business—is constantly seeking fresh 


letters. The source of supply has muKki- 
plied with the demand and dozens of Iet- 
ter brokers do a prosperous business, 
Frank H. Carter and his “Direct Ap- 
peal” is one of the originals and is still 
amon. 
the 


the leaders. The Guild Co. in 
anderbilt Building does an exten- 
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sive business, and the Frank H. Dawis 


Company’s headquarters at 108 
street resemble a busy commercial ¢s- 
tablishment. They occupy about half of 
the third floor, almost as much of the 
fifth floor and have large storerooms on 
the eleventh floor, Mr. Davis says that 
the letter business is on the top wave 
of prosperity. 


Fulton 


* * 

Daniel F. Beatty, once the famous 
Mayor of Washington, N. J., is seen oc- 
casionally on Broadway, but he looks no 
older than in the old days when he said 
he was spending $400,000 a year with 
the country newspapers of the United 
States. Col. Beatty claims to have been 
the original mail order man. He was 
the originator of the idea of selling or- 
gans and pianos by mail, a method that 
has been successfully copied by dozens 
of others. In a remarkably few years 
Beatty rose from an itinerant peddler 
of melodeons, with a very limited educa- 
tion, to be, in his own opinion, the or- 
gan king of the earth. Charles H. Da- 
vis, the well-known Fifth avenue pho- 
tographer, was his superintendent, and 
his plant at Washington, N. J., was the 
largest in its day. For a dozen years 
Beatty was “it” in the organ world, 
and then the crash came. Others rushed 
in and filled the gap caused by Beatty’s 
failure, and he never recovered his lost 
fortunes. Col. Beatty has not adver- 
tised to any extent for more than ten 
years, but he told me the other day that 
he still sells a good many organs and 
pianos in the course of the year as a re- 
sult of the seed sown more than a de- 
cade ago. 

— * 

The woman’s daily paper is scheduled 
to make its bow in New York on No- 
vember 2. Hayden Talbot is to be the 
publisher, and No. 442 Pearl street will 
be the publication office. It is proposed 
to begin in a quiet way and let the paper 
work its way up—or down. Consider- 
able money is behind the enterprise, but 
not as much as was expected when the 
publication was first projected. 

7 . 


On September 30 Printers’ INK pub- 
lished an article entitled ‘Distributing 
by Telegraph,” and as a result the 
American District Telegraph Co., at 195 
Broadway, has been deluged by requests 
for further information. To meet this 
demand Mr. Rudd, the manager, is issu- 
ing a handsome little booklet labeled 
“Delivered by Messenger,” giving the 
details of the plan. In this connection 
it is interesting to note that the A. D. T. 
messengers are now delivering practi- 
cally all the city mail of Austin, Nichols 
& Co., Ehrich Bros., the Adams Dry 
Goods Co. and half a dozen other large 
concerns. These contracts entail the de- 
livery of from 2,000 to 5,000 letters 
daily at one cent each, and for each one 
of them a signed receipt is returned to 
the sender. Within a short time Mr. 
Rudd expects to be delivering more than 
20,000 letters daily in New York. The 
letters are assorted at the company’s of- 
fice and then sent by wagon to the tele- 
graph company’s sixty-six branches in 
Greater New York, from which all are 
delivered within a couple of hours. The 
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government has but thirty-three branch- 
es in the city and has not near as many 
carriers as the telegraph company has 
messengers, hence it will be seen that 
the telegraph company is in a position 
to give a better service than can Uncle 
Sam, and that for half the money. 
Franx E. Hortipay. 


NOTES. 


“LetTerPREss Printing” is a praise- 
worthy booklet from the Times, North- 
gate, Blackburn, England, describing 
that paper’s new home, telling of its 
facilities for printing, and including 
specimens of artistic composition and 
presswork. 


Tue Teachener-Bartberger Engraving 
Co., Kansas City, issues a handy sup- 
plement to its catalogue, showing styles 
of engraved trademarks and signature 
lines for use chiefly in newspaper ad- 
vertising. 

A BooKLet from the Nathan Anklet 
Support Co., 37 West Nineteenth street, 
New York, describes adequately a ven- 
tilated ankle support for persons having 
weak ankles. 








A FOLDER of miscellaneous informa- 
tion comes from the News-Leader, 
Richmond, Va. This, the only evening 
daily in that city, was the result of the 
consolidation last January of two even- 
ing dailies—the News and Leader. 

Tue Weekly Live Stock Report of 
Chicago has been enlarged from twelve 
to sixteen pages. 

—_—_—__+o+—____ 
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The fact that 
The 


Chicago Record-Herald 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering thesame period, means 


this : That many new adver- 
tisers are giving the prefer- 
ence to E CHICAGO 


RECORD-HERALD over 
other Chicago newspapers, 
and that the old SRciicens 
have found it profitable to 
increase their space in its 
columns. 











PUBLISHER 


If given the opportunity todo so,and The 
ournal Company fails to prove that the 
AID CITY CIRCULATION ALONE 

of THe MitwavuKkeE JourRNAL is larger 

than is the TOTAL PAID CIRCULA- 

TION of either of the two other evening 

papers, and that the TOTAL PAID CIR- 

CULATION of Tue Journat is larger 

than is THEIR ADDED TOTAL 

PAID CIRCULATIONS, The Journal 

Compan will make ABSOLUTELY NO 

CH RCE for any advertising obtained 

by such representation—So when an 


ADVERTISER 


buys space in Toe M1LwauKgEe JouRNAL 
he “— not only more paid circulation 
than he can possibly buy in any other 
single aay newspaper published in the 
State of Wisconsin, but he buys more cir- 
culation at less cost than he would obtain 
did he employ both of the other evening 
dailies, 


STEPHEN B. SMITH, 
Tribune Building, New York. 
C. D. BERTOLET, 

Boyce Building, Chicago, 














The 


Mail and Express 
New York. 


A Clean, Live, 
Progressive, 
Aggressive 


Daily Newspaper. 

















PRINTERS’ INK. 
FORTY-FIFTH WEEK. 


In response to the weekly ad contest now in its forty-fifth week, forty- 
five advertisements were received in time for report in this issue of 
PRINTERS’ INK. The one reproduced below was deemed best of all sub- 
mitted. It was sent in by A. C. Thomas, Huntington, W. Va., and it ap- 
peared in the Chicago 7ribune of October 11, 1903. A coupon was mailed 
to Mr. Thomas, as provided in the conditions which govern this contest, viz. : 
Any reader may send an ad which he or she notices in any periodical for 
entry. Reasonable care should be exercised to send what seem to be good 
advertisements. Each week one ad will be chosen which is thought to be 
superior to any other submitted in the same week. The ad so selected will 


\o 
"an, FAVORITE 2@ 


THE HARTSHORN 
SHADE ROLLER 


is-a product of American enterprise, made by 

American labor for American homes, and holds 

first place in the esteem of all good housekeepers, 
Look for the signature 


Sowed Vaoldorn 


on the label and thus avoid imitations. 
Wood Rollers. Tin Rollers. 





be reproduced in PRINTERS’ INK, if possible, and the name of the sender, to- 
gether with the name and date of the paper in which it had insertion, will 
also be stated. A coupon, good for a year’s subscription to PRINTERS’ INK, 
will be sent to the person who sends the best ad each week. Advertisements 
coming within the sense of this contest should preferably be announcements 
of some retail business, including bank ads, real estate ads, druggists’ ads, etc. 
Patent medicine ads are barred. The sender must give his own name and 
the name and date of the paper in which the ad had insertion. 

It may be of interest to state that the above prize ad was submitted 
seven times, and by seven persons widely located from each other, but the 
one of Mr. Thomas was received first. The choice in the forty-fifth week 
was rather a difficult one, the majority of advertisements submitted being of 


a high quality. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


In April, 1903, Printers’ INK 
inaugurated a new department 
called A Roll of Honor. Pub- 
lished weekly in preferred posi- 
tion it lists publications that have 
furnished detailed statements to 
and secured figure ratings in the 
American Newspaper Directory. 
When a publisher has taken tais 
means of. showing that he is will- 
ing to let advertisers know how 
many copies he prints, the Roll 
of Honor enables him to keep his 
publication and circulation rating 
before a large body of advertisers 
every week at nominal expense. 
Such service is to be obtained no- 
where else at any price. Another 
advantage is taat a publisher en- 
titled to representation may, by 
simply furnishing later statements, 
show just how much circulation 
his paper has gained during a cer- 
tain period. Change of copy is al- 
ways free of charge. These are 
some of the advantages of the de- 
partment. There are many others. 

$100 will be paid for the article 
which is deemed the best in set- 
ting forth why every publisher 
entitled to a place in the Roll 


of Honor should make use of 
the service. 


$50 will be paid for the second 
best article wanted as above. 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the Roll of Honor as de- 
scribed in that heading of the first page 
of the Roll of Honor published in every 
weekly issue of Printers’ INK. 


(2) It must give sane reasons why 
the Roll of Honor is a help to those pa- 
pers entitled to a place in it. 


(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 

(4) The apace occupied by such an 
article must equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(s) A. marked copy of the paper in 
which the article appeared must _ be 
mailed to the editor of Printers’ INK 
and also a clipping of the same must 

sent under sealed letter postage 
marked Roll of Honor Contest, care 
editor of TERs’ INK. 


(6) As an acknowledgment and a 
partial payment of such service, every 





contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ Ink. 





(7) Every week the editor of 
Printers’ Ink will carefully weigh the 
merits of each contribution so received 
and choose the one deemed the best submitted 
in that particular week. 





(8) The article so chosen every week 
will be published in Printers’ INK, to- 
gether with the name of its author and 
the mame and date of the paper in 
which it had insertion. 





(9) As a further recognition of such 
an article an additional coupon as de- 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 





(10) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will be 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 





(11) Half-tone portraits of the three 
prize winners will also be published in 
the final account of this contest. 

(12) _This contest is open to every- 

here is no limit to the num- 
ber of articles one may submit as above 
stated, and no bar to the publications 
in which they are to be inserted. 

Every young man and woman 
interested in advertising should 
take part, and among the stafis 
of the papers already members 
of the oll of Honor there 
are probably many bright young 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time. Strict complHance 
with these rules must be ob- 
served, otherwise entries may 
fail of recognition. 


This competitior offers to ad- 
writers an opportunity to obtain 
publicity in Printers’ INK that 
money could not buy, as well as to 
have their work passed upon by 
the Little Schoolmaster and his 
pupils everywhere. Mere fine writ- 
ing may have less show than 
rugged, homely expression of 
facts. The chief point to be em- 
phasized is why a publisher whose 
paper is entitled to a place in the 
Roll of Honor should secure rep- 
resentation therein. 

If further information is desired 
— the editor of PrinTErs’ 
NK. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


FOURTEENTH WEEK. 


In response to the contest an- 
nounced on the preceding page 
three articles were received in time 
for report in this issue of Print- 
Ers’ INK. Of these, the one re- 
printed below was deemed the best. 
It was written by S. Roland Hall, 
advertising manager Manhattan 
Reporting Co., 150 Nassau street, 
New York, and it appeared in the 
Baltimore, Md., Evening News of 
September 19, 1903. In accord- 
ance with the rules which govern 
this contest, a coupon entitling the 
holder to a yearly paid-in-advance 
subscription to Printers’ INK 
was sent to Mr. Hall when the 
marked copy of the paper was re- 
ceived. Two additional coupons, 
one to Mr. Hall and one to the ad- 
vertising manager of the News, 
were sent in accordance with the 
terms of the competition, after the 
choice for the week had_ been 
made. Mr. Hall’s effort will now 
be placed on file and it will have 
further consideration when the 
time for awarding the cash prizes 
arrives. The article as it appeared 
in the News follows here: 


A ROLL OF HONOR 
AMONG PUBLISHERS. 


Some time ago a well-known advertis- 
ing man was asked what problem he 
found the hardest in his business. 

“Getting at the real circulation and 
worth of newspapers and magazines,” 
was his reply, and it came without hesi- 
tation. 

“What is your circulation?” is with- 
out doubt the question most often put 
to the publisher by the advertiser and 
his agent. : nee 

Quality of circulation is important— 
very important—but quality can be de- 
termined more readily than quantity. 
Every newspaper and every magazine 
speaks for itself. A keen advertiser 
can, by careful examination and some 
inquiry, form a safe estimate of the 
class of people reached by any publica- 
tion. The quantity of circulation he 
cannot determine without the publish- 
er’s co-operation and his honesty. 

The average publisher either takes to 
cover before the circulation query like 
a Kansas farmer before a cyclone or 
gracefully prevaricates. 

There are, however, a select number 
of papers and magazines whose publish- 
ers. do not sneeze, stammer or give vague 
statements when asked their exact cir- 
culations. ~ 

PRinTERS’ INK, published by Geo. P. Rowell, 


PRINTERS’ INK, 


10 Spruce street, New York, has recently con- 
ceived the plan of publishing continuously in 
its columns a concise list or directory, known 
as a Roll of Honor, which will include 
all the publications of this country that 
fearlessly and truthfully state their cir- 
culations, or whose advertising values 
are so well established as to give them 
ultra distinction. 

Heretofore all newspapers and maga- 
zines have been rated together in pon- 
derous directories, and the wheat was so 
mixed with the chaff that the separation 
was a task. The honest publishers were 
sandwiched among the dishonest, and 
the meritorious mediums almost lost in 
the mass. 

The idea of Printers’ Inx is excel- 
lent. It is so practical that it is a*won- 
der it has not been put forth sooner. 
When the Roll of Honor is complete it 
will enable an advertiser, without waste 
of time, to study the list of publications 
whose circulations are known quanti- 
ties. He can figure to a certainty the 
number of readers his advertisements 
will reach, or, at any rate, satisfy him- 
self of the established value of a paper. 
He can make up a list with the know- 
ledge that his risk, if any, will depend 
on conditions other than the size or 
quality of the audience he reaches. 

The stipulations governing the admis- 
sion of a publication to the Roll of 
Honor afford ample protection to adver- 
tiser and publisher alike. A 
tion on the Roll of Honor is in good 
confpany. It gains by its associations. 
The publisher must have placed with the 
editors of the American Newspaper Di- 
rectory (who publish Printers’ INK) a 
detailed statement of circulation for the 
year preceding. Statements of “about 
so much” or “over so much” or “twice 
as much as our nearest competitor” are 
given no credit. The figures must be 
exact, and must cover the period of a 
year preceding. 

The publisher, if entitled to a place 
on the Roll of Honor, may, in addition 
to a yearly statement of circulation, 
print from time to time thé circulation 
of his paper for the month previous, 
thus showing the increase or decrease, 
as the case may be. 

If the publisher has not complied with 
these conditions he cannot secure a place 
on the Roll, unless his publication has 
been so long recognized as one of supe- 
rior excellence in quality of circulation 
that it has been awarded the “gold 
marks” (code signs denoting excellence) 
in the American Newspaper Directory. 

Knowing the vital importance of cir- 
culation figures in the advertising 
world, it would seem that every honest 
and progressive publisher would gladly 
avail himself of the opportunity to keep 
his figures constantly before the eyes of 
all advertisers. 

Many advertisers do not own reliable 
or up-to-date newspaper directories, hut 
practically all advertisers read Prtnt- 
Ers’ Ink, It is the pioneer advertising 
publication, possesses a reputation for 
secure and ieraee and owe 

welcomes its contemporaries as 
oDainrens’ INK babies.” 

Since the publishers of Printers’ Inx 
have for years, with little. encourage- 


publica- 
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ment and support, stubbornly refused to 
ive inflated or indefinite ratings in the 
can Newspaper ry to pub- 
ications whose exact statements were 
not furnished, it is well fitted to pub- 
lish and guard the Roll of Honor, The 
prestige gained while making “known 
circulation” the slogan it is to-day ena- 
bles it to give influence and standing to 
such a repository of honored names. 

The failure of a publisher to appear 
on the Roll of Honor is prima-facie evi- 
dence that he cannot, and the fact that 
he cannot is a most serious reflection on 
the merit of his paper. It may be a 
good advertising medium and his state- 
ments of circulation may be true, but 
who knows or believes him? He is with 
the common crowd. He is under the 
ban of suspicion. 

General advertisers, especially those 
who use comparatively little space and 
those who have recently entered the 
field, cannot reasonably expected to 

familiar with the merits of all pub- 
lications. They plan their advertising 
campaigns and make up their lists by 
experiences. They figure what can be 
done with 5,000 circulation by what they 
did with a previously purehesed 5,000 
circulation. 

Advertising is to-day a science. With 
a clear, honest statement of circulation, 
advertisers can estimate quality and can 
figure their risks to a nicety, just as in- 
surance and other investments are fig- 
ured. It is too much to ask that the 
advertiser shall, in addition to other 
risks, speculate on the circulation and 
dependent worth of the publications he 
uses. It is obviously a publisher’s duty 
to place before all advertisers, local and 
general, known or unknown to him, the 


number of papers he circulates. And it 
is to his immediate and permanent ad- 
vantage to keep these figures before 


them ponstonte. 

This conceded, the question comes 
how this can be done most easily, effec- 
tively and economically. To apprise all 
advertisers of the yearly circulation and 

them informed from month to 
month of the increase would involve 
much labor and considerable expense in 
stationery and postage. It would be dif- 
ficult to place such announcements be- 
fore all advertisers in the ordinary way. 

The admirably conceived plan of 
Painters’ Inx solves the difficulty and 
enables every eligible publisher to ac- 
complish this end at a minimum of labor 
and with a maximum of effectiveness. 

When to all these considerations is 
added the fact that the cost of main- 
taining a place on the Roll of Honor is 
so small as to make it hardly more than 
nominal, there is every reason why the 
honest publisher should leave the inflat- 
ing of circulations, the conscious or un- 
conscious deception of advertisers, to 
those who feel they can afford such pol- 
icies. He should obey the Scriptural 
injunction to “come out from among 
them.” 

_—_——+oo 

A FIVE-DOLLAR-A-WEEK clerk can_ wii 
out with one discourteous word all the 
good impressions your fifty-dollar-a-week 
advert: t may have created.—Jed 
Scarboro, 
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On 
New vO* 
Weeklies Worth While 


To General Advertisers 


To be eligible to this list a paper 
must PROVE that it goes at least 
into 2,000 families or has the 
largest circulation in its county. 


34 STRONG WEEKLIES 


26 COUNTIES COVERED. 






CITY. PAPER. CIRCULATION. 

Adams.....+ eeeJo ° 

Baldwinsville. ..G 

Boonville 

Canandaigua. 

Canton... 

Catskill 

Carthage.... 

Chatham.... 

Cobleskill...... 

Cobleskill...... i ot 

Cooperstown... Republican........ 2,200 

Cortland,,...+-» moc#rat .... +++ 2,341 

Fairport ....+-. Mail..... oan nedeae 2,500 

Fulton ......... aS 2,000 

Ithaca sanssase® ee 2,100 

Keeseville 

Port Henry } .-Republican........ 5,000 

LeRoy.....++++ azette....... 2,250 

eS Se Republican........ 2,300 
arlborough...Record............ 3,130 

Massena.......- Pescvoceees 2,573 

Medina.. ..... WEED ccceccosces 1,500 

Middleburg... Gazette ........... 2,300 

Monticello..... Republican........ 1,150 
ewark........ Union,.........5+5 2,000 

Owego......... Times........ coees S078 

Onei EO convccesccecen 2,460 

Pulaski ........ OOFAL scceve.s 2,100 

Rockville Cen’r.Observer......+ ses 1,900 

harie.......Republican........ 2,500 

Warsaw........ Te ccsoctiodss< 3,200 

Warsaw........ West’n New Yorker 3.463 

Watertown ..... ay pagcoogese 5.500 

nion 

Watertown ..... Semi-weekly 3,500 
They are read by the whole family 

and get closer to the people than 

any other papers published. 


For rates in any one paper or the com- 
bined rate for entire list, apply to 


LEVI A. CASS, Bus. Mgr., 
Warsaw, N. Y. 


F. W. EVANS, Special Agency, 
Eastern Representative, 
21 Park Row, New York, 
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Nore.—Advertisements under this caption are accepted from publishers who, 


according to the 1908 issue of the American Newspa 


per Directory, have submitted for 


that evition of the Directory a detailed circulation statement, duly signed and dated. 
These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The biack figures denote the average issue for the year indicated. The light-faced 
number in brackets devotes the page in the American Newspaper Directory which con- 
tains the details of the publication’s character. No amount of muney can purchase a place 


in this list for a paper not entitled to it. 


Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords the sign (© ©), the so-called gold marks, denoting 


superior excellence in quality of circulation. 


tion, if entitled as above, cost < 


G2” Announcements under this classifica- 


cents per line under a YEARLY contract, $20.80 for a full 


year, 10 per — discount if paid wholly in advance. Weekly, monthly or quarterl correc 


tions to date s 


y 
owing increase of circulation can be made, a the publisher sends 
a statement in detail, properly signed and dated, covering t 


e additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 
Anniston, Evening Ster. Daily average for 
1902, 1,159. Weekly 026, guaranteed (33). 
First six months, 1903, daily 1,858 guaranteed. 


Birmingham, Bimaingbom News. Daily av 
erage for 1902, 18,488 (34); first seven months 
1903, 17,898; July, 1903 1903, 20,1 20.1 3 guarant 

Birmingham, Ledger. dy. Average for 1902, 
18,980 (34). Av. Sor Au Aug., 1903, 17,586, guar’t'd. 
Montgomery, Advertiser. onatnte ged Co. Av- 


A e circulation for 1902, guaranteed, daily 10,- 
(OO), weekly 12,841, Sunday 14,6 25 (40). 


ARIZONA. 

Bisbee, Review, daily. W. B. Kelley, pub 
In 1902 no issue less than 1,250 (46). In 1903 no 
issue less than 1,750. 

Phoenix, Republican. Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 
CALIFORNIA. 

Freano, Morning Kepublican, daily. Average 
or 1902, 4,644 (67). £. Katz, *, Special Agent, N. Y. 

Oakland, Tribune, daily. Average for 1902, 
9,952 (75). Tribune Publishing Company. 

San Francisco, Argonaut, oe, Ave 

for 1902, 15,165 (81). E. Katz, , Special Agent, N. 








San Diego, San Diegan Sun. Daily average 
for 1902, 2,722 (80). W. H. Porterfield, pub. 


San Francisco, Bulletin. R.A Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 (80). 
an Franelaeo, Call, d’y and 8’y. J. D. Spreck- 
els. Av. for 1902,dy 60, 885, 8’y 71, 584 (80). 


San Jose, Evening Herald, daily. The Herald 
Co. Average for year end. Aug., 1902, 8,597 (86). 


San J Morning Merc’ daily. 
Publishing Oo. Average for 1902, 6, ee (86). 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1902. 82,171 (97). Aver- 
age for September, 1903, 89,589. Gain, 7,418. 


CONNECTICUT. 
tor we teat a sinetanctuen a 


Meriden, Morning Record and Republican. 
ome n Pub. Co. Dy. av. for 1902, 7,887 (112). 


ew Haven, Palladium, dail Fy 5 
on 5.500 (il4). Z. Katz, Special iad gent, 2 ¢" 


New Haven, Union. Av. for 1902, d’y 15,881, 
85 8,825 (10, E. Katz, Katz, Special Agent, N. ¥. 


ns London Day, evg. J Av. sone, 5.198 (115). 
First siz months 1903, 6.682. Aug., 1903, 5,750. 


newt, Datiomn, oily, Bylsia Co., pub- 
ers. Ave for 
firet siz months 1908 908, 4,996, Average 








DISTRICT OF COLUMBIA. 
Washington lv. Star, daily. Ev. Star News- 
paper Co. Average for 1902, 8b, 748 (© ©) (122). 
National Tribune, weekly. avers for 1902, 
104,599 (123). First six mos. +} 112,268. 
Smith & Thompson, Rep., N Ya Chicago. 


DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Average for 1902, 9, 485 (21). 


FLORIDA. 
Jacksonville, Metropolis, daily. Aver. 1902, 
7,018 (128). Average sat 6 mo vet 6 months, 1903, 8,229. 
Pensacola, Journal daily, M84 ryt ex- 
cept Monday. Average for If for 190%, 2,44 aa 
Tampa, Morning Tribune. dail 
bune Pub. Cv. Average for 1902, Bees a 608 (132). 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, $7,828. Sunt 
wy, 84,105 (135), Atlanta Journal Co., pubs. 


Lafayette, Walker Co. Messe . weekly. N. 
C. Napier, Jr., pub. Av. for 1902, »590 (144). 


IDAHO. 
Bolse, Cagttel News, dy. and wy. Capital News 
, pub. Av. sate. ia dy. 2,512, wy. 2,405 
(151). Av. ist 6 mos., y. 2,800, wy. 8,279. 


EELENOSS. 
Cairo, Citizen, week! mCo. Yea 
ing Dec., 1902, no issue less then) 1,000 an 


P 1,100 ma paign. bi In eed Be some y ~ than 
aily an 400 wee , Average 
daily tout for July, 1903, 1, Ti, _ 


Chieago, Ad Sense, monthly. The Ad Sense 
Co., pubs. Actual prema tS for bre 6,088 (176). 

Chicago, American ournal, weekly. 
Actual ave average for 1902, Piss. (167). 4 


Chieago, Bakers’ Hel monthly 
Clissold. Average for 1908 4 for 1908, 4,050 (OO) am. © 


Chicago, Breeders’ Gazett Seneten, stock farm,week- 
Vy. Sanders Pub. Co. Average for 1 60, 052 
(167). Average first 25 2 weeks, | 1903, 66,7 


, Grain Dealers Jot Journal, s.-mo. 
inpany. Av for 192, 4,416 (OO GI 


Ch “cheng tome Defender, mo. T. G. Mauritzen. 
Act. av 5,409 (180). Six mos. 1903, 24,888, 


Chicago, Irrigation Age, monthly, 
derson. Average for 1902, 14,166, (i Yay. 


ic Voice-Review, mo. Ave: for 1902, 
26,041 (182), For six months 1903, 26,166. 


Tri- 





D. H. An- 


Chieago, Monumental News. m: J. Haight. 
ox Av. for year end. md. July, 1902, Ges (182), 


National Harnes Harness Review, mo, Av. 
250. 


tor 1008 it (183). First 8 mos, 1908, 6, 

















ee 
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Chicago, New Thought, monthly, 50c. a year. 
Ella \\ heeler Wilcox, editor. Average year end- 
ing January. 1903, pie ps (183) Since January, 

903, New Thought prints over 100,000 monthly. 

Park and Cemetery and Landscape Gardening, 

mo. Av. for year ending July, 102, 2,041 uss. 


Chie Record-Herald. Average for 1902, 
daily 15 5.424, Sunday 171,816 (166). 

Chicago, Tribune, daily. Tribune Co. In 1902, 
yA (OO) (166). 

Clayton Enterprise, weekly. No ads on pat- 
ent. No issue issue since 1895 below 1,008 (188). 

East St. -ente, pes Ce ae mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first six Snenthe 1903, 14,888. 

Evanston, Correct English: How to Use It, m 
Average for year ending (ct., 192, 9,750 eo). 

Kewanee, beg ag +9 Average for 1902, 
daily 2,410, week], VF (23). Average guar- 
anteed circulation ily for Jor August, 1903, "1903. 8,006. 

Peorta, Star, evenings nings end Sunda: pees. 
Actual sworn average for 1902 for 1902, 28,742 (219 

Roekford, Register Gazett Gazette. Dy. av. na 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 
Evansville, Journal-News. Av. for 1902, d’ 
11 at S’y 11,508 (244). E. Katz, Sp. Agt., N. 


Goshen, Cooking , mentee. Average for 
1992, 2 501 (247). <A persistent medium, as 
housewives keep every issue fc issue for Gaily reference 


ew 5 lis, News, ws, dy. Hi Hilton U. Brown. Y 
‘or 1902—actual actual sales—62,188 (250 

W. B. Westlake, pub. 

Pod (257). For year. 








rion, Leader, daily. W 
ctl = for | 
31, 1903, 


yy tai and — Star Pub. Co. Year 
ending Feb. 1903, d’y 21,468, S’y 16,585. (260). 

Notre Dame. The Ave Maria, Catholic weekly 

verage tor 1902, 25,976 (262). 

rma Clarion-News, dai iy Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 

ery ge Evening Item. Sworn eh av. for 
1902, 8,124 Same for August, 1903, 8 

South Bend, Tribune. Sworn daily average 
1902, 4,861 (267). Sworn av. for Sept., 5,641. 

IOWA. 

Arlington, News. Al) home-print weekly. W. 
F. Lake, oan Average for 1! for 1908, 1,400 (282). 

Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1908, 7,018. 

Gunton, Advertiser, Bros., pub- 


pa 3 FS pn sl 3B em for fos Bet i ). Accorded 





. AV. 1902 6,882, s. 
1, Bar erage av. P34 1903, 8,087. aoe: 
guar. more thon double uble of any Davenport 


Bee Moines, ts Caattal, aos. ] ette Young, 
yy average baad 24,01 
. Average for June, 1903, $1.0 
Des Moines. Cosmopolitan pone month- 
ly. Still College. Average for 1902, 9,666 (294), 


Des sa ws, daily. Aver. 1902, 87,118 
(293). verage for Jv July, 1903, 42,828. 


seins: Journal, dy. av. 1902 8,712, s.-wy. 
@,711 (315). Dy. av. ‘st 6 months 1903" 4,188. 


Ottu Courie: r. Dy. av. 02 4,491, 8. 
984 (aI) 1006 6 mos. pag pera ae cers ek 


Sheldon, Sun, d’y Carso’ 
Average for 1902, d’y ase, ~ 2,bae ‘(323). 


Fn = = nny Sentinel, tri- . Sentinel 
Publishing Co. Average for 1902, 8,681 (323). 





fT ux City, Journal. Dy. av. for first 8 
1903 (sworn) 19,812, dy. av. for Aug. 19. 698. 
Teaerés Sst . ys The av. fe oe tender in 


-_ isputed 
its big, vi: 1902 average 16,968 (324). 
KANSAS. 
Atehison, Globe. daily. E. W. (334). 


Offers to prove 5,200 dail Pp RAh may ‘or 1908, 
or receipt any advertising hi I 
os Appeal to Reason, week! J. A. Way- 
Average for 1902, 1902, 195,809 (343). 
Hutchinson. News, d’y anc d’y and w’y. W’y, durt 
1902, no issue less than 1,920 an 1,920 (346). E. E. Butz, § eA 


Topeka, Western 1 School Ji very popventtonss 
moatnly. pene” for 1902, for 1902, 8,116 


Wiehita, an wirz, 4 1902, d’y 16,- 
281. wy eer koh) ary, A & Ohicage. 


KuNTooK’. 
Cloverport, ay nhs Rey Fy: roan J. 
D, Babbage. Average for 190 for 1 2,248 


Lexington, Leader. Av. for 1902, . y 2.288, 
w'y 2,806, S’y 4,008 (373). EZ. Katz, 8. A., 


Leoul«ville, Evening Post, dy. btven Post 
Co., pubs. Actual average for 902, 26,89. (374). 


Podscsh, Sun. daily. Sun Publishing Co Av- 

| Seis for =. Cm J June, 1 1,704 (378). 

average for September, 1903, 2,192. 

LOUISIANA. 

w Orleans, Item, ony. R, M. Renbetne. 

publisher. Average for y' ear ending J lune, 1902, 

9259 (387). Official ial journal city New Orleans. 

New Orleans, Louisiana Planter an 

Mfr, wy. In /902 no issue » issue lers than $.000 Scat 

The Southern Buck. official official orga of Elkdom 

in Louisiana and Mississippi. Av. ’02, 2,866 (388). 


MAINE. 

Augusta, Kennebec Journal, d’y and” w’y. 
Averane d’y, 1902, 4,719, w’y 2, 188 (991). 

Bangor, Commercial. Average for 1902, daily 
7,846, weekly 29,012 (392). 

Lewiston. Evening Journal, dai) Av 
for 1902, 6,640 (@@), weekly 15, 5.255100) 

Phillips, Maine Woods, w rea. J. W. Brack- 
ett. Average for 1903, 5,416 5,416 


Portland, Evening ng Express Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 

_ Betigere, News, . Evening News Pub- 
lishing Co. Average 1 41,588 (402). Janu- 
ary / to September 30, 1903, 44,887. 

MASSACHUSETTS. 

Boston. Cventing Tennscrtete - hm 4 Boston's 

tea table paper. » Largest amor of week-day adv. 


Boston. Globe, average erage for 

Daily, 196,579; fag e ‘ete. 29 96 (412-413). 
First 9 mos. 1903, dy. 1 Ss ae8. Sy. 297,282. 
Largest circulation ae 

Advertisements go in in morning and afternoon 


elitions for one price. 
Bosto New England 
America 00., pubs. _Average 1 21.580 ae 
in, Pilot, every Satur: Roman Catho- 


lic. we oe jeffrey Roche, edito a @® 
413) As. for dupe, 1909. dy ABT, Tha, yy. 168. 
vw. . ° 
. Largest p i, 08 sale in Now Vidoes 


Traveler. pt 5 et 
etal dai 78,858 @ merase 





Bosto 
18%, Actual 
For first six $908, 
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Peg Red Men’s Official Journal, monthly. 
H. Paton, pub. ivemune 1902, 2,750 
a ‘Only official paper for Sor 350,000 reorwe 
East Northfield , Record of Christian 
mo. Av.for yr. end’ ’g March March, 1903, 20 bal < ae. 
Sarat Daily Times. Average for 1902, 
6,247 (427). First seven months 1903, 6,629. 
ion Telegram, dai dai ‘el 
Lo. Average for 192, for 2 a cone ) 
Salem, Little Folks, mo. sae. 8. E. 
0. Average for 1902, eB, 
pringfield, Good Housekee , mo. 
tor 1a 108-666 (436). | For — end. Aprit, 
4903, 119, 000. All advertisements guaranteed. 
Woreester, Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,556 (439). 


MICHIGAN. 


Adrian, Telegram W.Grandon. Av. for 
. 1, #86 cans Av. y SEN in 1903, 8,650. 


Pub- 


ree Press. Average for 1902, daily 

ausse, hoe 51,260 (450). 

Detroit, Times, pe Petrol Times Co. 
erage for 1902, 27,65 

Grand Raptds, Evening Press, dy. Ave 
for 1902, 88,216 )._ First 8 mos., 1903, 86,184. 

Grand Rapids, Herald. daily. Dagens D. 
Conger. Average for 1902, 20,156 (456). Only 
id and only Sunday paper in city of 


100,000. issue for , 1903, 
22,881. 
i 


Av- 


“Mdoertieine, rate, 24% cents per agate 
ine now—will increased January, 1904. 


Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828. 

Jaekson, Prees and Patriot. Defy, “5% 

1902 5,082 (461); for r July and and Aug., 1 
ye Tel graph. °02 02, dy. 7,408,s. sie 
wr SO es. a. t. 1, 03, d. 8,424, s.. wt — 
naw, Evening News, ig News, daily. Ave 
1902 $, 543 (473). September, 1903, daily rats 
Sevenee, Advertiser, weekly. H. T. Johnson. 





No issue in 1902 less than 2,00 (474). 
MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. yr 4 average 1902, 62.208 jo. Act- 
average eS 1903, 74,88 
we eennete, farm rs’ Tribune , twice-a-week. 


W.J. Murphy, pub. Av. for 1902, 74,714 (496). 


Minneapolis, Journal, dail Journal Print- 

ing Co. For 1902, 54,628 (495). 
Minneapolis, N. W. Agriculturist, s.-mo. Feb., 

03, 78,168 (498). 75,0 5,000 guar'd. 350. agate line. 


Northwestern Miller, week weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska Amerikanska Posten, 
weekly. Average for 1902, =e ore 
Minneapolis Tribune. V w. J. 
| ae for 1908, fatty, ea:ste 2 (1) jun- 
850. to Oct. ist, 1903: 
Daliy 72,686, a day’ 60,508. oust: 1367. 


The — 7 Minneapolis: dat ily listed Pn Rowell’s 
ertcan err Direct 
Ant cubtlahes tte clout dows 
to date in ROLL OF Honok, or else- 
where. Tri 


one of spe 
circulation of which is 
teed by Rowell’s 


Sie abeolutely 
ran 
rectory 


Newspaper divertion. 
ments go in both morning and comming editions 
Jor one price. 


b. 


nine American newspa; 


Peg) Western 


stern Progress, mo devoted 
interests. Av. for 1902, 10,000 (600). 








St. Paul, Dispatch, d 1902, 49 
Present aver. 58 isi. ar PAUL'S 
ING NEWSPAPER. ” Leap 


St. Paul, Globe, daily. Globe a3 ublish 
Actual average for 1902, 1902, 22,825 3? — 

St. Paul, News, dy. Aver. as af 619 (505 
First 6 mos. 1903, aver. 88,787. ; -_ 


St. Paul, Pioneer-Press. Daily average for 
1902 84,151, Sunday 80,986 (506). 


ae. Paul, The Farmer, a a »8.-mo. Est. 1882. 
Sub. 50c. ‘of. haw “act. av. year end. 
Feb., 03, 67,875 (G01). det i present av. 80,000. 


Winona, LS and Herald, daily. ~~ 
age 1902, 8,2@2 (512). Av. ). Av. past 6 months, 4,109. 


Westlicher Herold, wy. Av wy. Av. 02, 22,68. “nea 
tags Winona, to 808, Volksblatt des Westens 


(wy.) 28,826 6 
MISSOURI. 
no, be Daily average for 1902, 
1 Sit ily 2,880 (630). “V (530). 2 Sewall, 


W. J. Sew: pub. 
Zoot, Globe, daily. Average tes Ls m, 9,414 





GAl). EZ. Katz, Special Agent Agent. 
Kansas City, Journal, d'y and w’y. Avera; 
for 1902, daily 56,876, wee 161,109 Gu 
Kaneas City, lee ah: my ss oo Trade J'rn’l. 
Av. Aug., 02, . 703, 9,895, 


Kansas City, World. dail 
978 (642). First 6 mos. 1903, 61, 


Mexico, American Farm and Orc eerie. 
and hortic.,mo. Actual aver for 1902 
(549). Actual aver. May, fay, June, July, 1903, Sted 

St. Joseph, Medica] Herald, month'y. Medical 
Herald Co. Average for 1902, Z,a% a7). 

St. Joseph, 300 8. 7th St,. Western Fruit Grow- 
er,m’ly. Aver for 1902, 28.287 (557). Rate 15c. 
per line. Circulation 80,000 copies guarant'd. 

Ac Louis, Medical Brief,mo. J. J. Lawren 

M.,M.D., ed. and pub. Av. for 1902, 88,058 (663). 

National Farmer and Stock Stock Grower, mo. Av. 
mos. end. Oct., ’03, 105,500. 1902, 68,588 (63). 

St. Louls, The Woman's M 
Women and — Lewis as 0. 
age for 1902, 908,888. Act 
‘et first 9 mos. in 1903, 1, sted. 

Eyed ere oe we guaranteed to excee: 
Largest 


circula- 
han 800,060 copies full in c=. wor 
MONTANA. 
Anaconda, Standard. pale remage for 1902 
11,204 (572). MONTANA’S BEST NEWSPAPER. 
Butte,.Inter- Mountain, daily. Inter-Mountain 
Publishing Co. Average for for 1902, 10,101 (573). 
Pee Reser eve . Record Publishing 
Average for rib 2.0% Ary Average Jan- 
, ist to May 3/st, 1903, 10,209. 


NEBRASKA. 

Linco! Deutsch-Amerikan Farmer, 

pert “Se year end. end, April 30, 1903, Parr d 
coln, Freie Presse, we: weekly (59%. Average 

# a ending April 30, 1903 30, 1903, 144,554. 

Lincoln, Western ) Medical | Review, mo. Av. yr. 
endy. May. 1903, 1,800. In 1902, 1,060 (001). 

Omaha, Den Danske Pioneer. wy. fo hus F. 
Neble Pub. Co. Averege for 1902, 28,478 (04). 


Omaha, News, daily. Aver. ? ee, 82,777 
(4). First ¢ mos, 1903, aver. 89,0 
NEW HAMPSHIRE. 
Manchester. News, daily. Herb. N. Davison. 


eee ‘2 Beart “fF ?- Rep., 160 Nassau St, 


Aver, 1902, 62,- 
685. 


©, monthly. 
Proven aver- 
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NEW J ERSEY. 
Asbury Park, Press 33 L, Kinmonth, pert 
Act. av. year end. July 31, %s, 8,08. In’®8, 


Elizabeth, Evening 1 Times. Sworn aver. 1902, 
3,885 (616). 6 mos. 1903, 4,288. 


Elmer. bore weekly. 8, P. Foster. Average 
for 1902, 2,085, (616). 

Jersey City, Evening Journal, dy. Average 
for i908, 17,5 2 (619). sat 6 mos. 1903, a a 


Jersey City, Sunshine, mo, J. Floridy 
Aver. for year ending Jan., 1903, $i,boe (426). 


Newark, Evening News. Evening News Pub. 
Co. Av. for 1902, dy. 60,406, Sy. 15,915 (621). 


Newmarket, Advertiser~’ Guide ~ Pankey 
Day, publisher. Average for for 1902, bo 


a tet Dail, "Press. A.L aay dha 
ual average for 198 2,582 (62). 


nEW YORE. 


Albany, Journ vening- Journal Co, Av- 
erage 1902, 16,109 SA)s (634); present, 18,897. 


Albany. , Times-Union, ever ev eveni Establ. 
1856. average for 1902, 1002, 85,204 (635 = 


Binghamton, Evening Herald, daily. Evening 
Herald Co. Average for 1902, 10,891 (638). 


Buffale, Courier, morning ; Enquirer, even- 
tng. W. J.Conners. Average for 1902, morn- 
ing 48,818, evening 80,4491 (641). 


Buffalo, Evening News. Dy. av. youn, 74,284 
(41). Smith & Thompson, Rep., N. Y. & Chicago. 
Corn Evening Leader, big Average for 
m2, ook (Our). September, 1903, 5,955. 
Seaaeunen 
sara feed re g oer. Av. for em, | 8,255 (651). 
vara y he ag nvestigation. 
th & wt, N. Y. Rep., 150 Nassau St 
we. News, a. Ithaca Publishing (o. 
Average for 1902, 8,116 (658). Av. for Sept , 1903, 
4,500. Leith & S/uart, N.Y. Kep., 160 Nassau St. 
Newburgh, News, dy. Av. for 1902.4,257 ). 
Guaranteed by afidavi edidaull orperemal teal m. 


New = City. 
‘an Arsdale 


American Knginee R. M. Vi 
pub. Av. 1902, 8,816 (681). Ar (ai). Ta. ose 03, 8, 745. 
American Machinist, w’y, construc. 
(Also European ed.) roe 1 Te BOLO wI0, 
Amerikanische Schweizer Zeitung, Swiss 
Pub. Co.,62 Trinity pl. Av. for 1902, 15,600 (671). 
Automobile Magazine, month Automobile 
Average for 1902 1902, 8,750 ( 36). 

Baker’s Review, monthly. “a W. R. G ry Co., 
pabtieness. Average for 1902, 8,088 ( ‘Aver 
ge for first six mo mths end. . 31, 1903, “4,416. 


Benziger’s Magazine, tami monthly. , 
ziger Bros. Average for for 1002, 479 ( 
Caterer, ately. Caterer Tee. o. sath 
Clubs, and hig -Class Rest.). Average for year 
bm with august, 19 1902, 5,888 (687), 


eerful Moments, month! 4 Geo. W. Willis 
Publishiog Co, Average for 1902, 208,888 (687). 
Clipper, week; Frank Queen Pub. Co., Ltd. 
Average for 1902, 6,844 844 (00) (673). : 


Delineator, fashion mo. n mo, . Butterick Pub. Co., 
Ltd. Est. 1872. Av. 1902, 721,90! 688), Act. av. 
ctre’n for 6 months ending Ju June, ioe 76,987. 


Electrical Review, weekly. weekly. Electrical Review 
Pub. Co, Average for 1902, ‘or 1902, 6,212 (© ©) (674). 


“Mining Journal, weekly 
wat fine a werame 1908 902, 10,009, (©) (674). 


Forward, Forward. Association, A’ 
age for 1908, 81,709 (667). — 





Frank Leslie’s Popular Monthly, Frank Leslie 
Publishing House. Actual av. for 1902, 204,621 
7s , 1903, edition, 258,6 50 copies. 


ware, ousaum Average for 1902, 
8,508 (683); first half 1903, 9, 862. 


Morning Telegraph, daily. Daily Telegraph 
Co. , Dubs. Average for’1903, Tor 1902, aph. daily, Daily Tel 


Music Trade Review, music trade and art week- 
ly. Aver. for 1902, 5,452 (677). 


Pharmaceutical Era, , pharmacy. 
Haynes & Co., pubs., 8 Spruce Werues sieape (0) ae). 


Pocket List of Railroad Officials aly. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; '03, 17, 992. 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1902, 8, 1902, 8,650 (679). 


Printers’ isk, Ty A yt for advertis- 
ers, $5.00 pe li. Est. 1888, 
18. 987 ¢ (679). 





Average tor 1 


Railroad Gazette, railroad an 
weekly. 83 Fulton street. Est. ime. 8 Oo) nus 
The Central Station, monthly. H.C. 
Jr. Av. for year ending May, 1902, 8,488 es). 


The nm Age, weesly. oneines | 1855 ( 
(676). eo For more than a generat the foo. 
ing ication in the hardware, len yh t-- 
aud metal trades. 

Printers’ Ink awarded a sterlin Lgeeer eer 
Bowl to the Iron Age, : inscribed as 
Awa; 


“ Advertising, to The Iron Age, 


“ that pa: after a canvass- 
— Ae Pmerits extending 4 
iod of ten monthe See 


the one trade paper in the 

" ‘ Owited | States of America ey a — all in all, 

eee constituency the best rice and best 
“* serves 

“fiom with 2 specified class. 


The New York Times, daily. Adolph 8. Ochs, 
publisher, 1902 A (@@) (669). 


Wilshire’s Magazine. Gaylord Wilshire, ed. 
193 EK. 23d St. Act. av. ending Sept., 1902, 46,000 
(1088), Actual av. first ei eight » mos.. 7903, 100,625. 





Roeheater, Case and | Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 year 4 we average, 80,186, 
Seheneetady, Gazette y. A. N. Liecty. 
average for 1902, oe ‘aio. Average for 
month of August, 1908, 18,01 18,01 
Utiea, National ‘Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 
Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1002, 18,618 (723). ' 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,468 \724). 


Whitebelt, Chronisie, nicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 
we eeu. Deepen, eh Oe i ae pty AN 

NORTH DAKOTA. 
dona Go. "Average for 1 for ‘90a, Tsbe oo 


Herald, dy. Av. for "a, 4.259 (144). For 
Tuly, ’03,%, & Maxwell, N. WY Rep. Rep. 


OHIO. 
Ashtabula, Amerikan 
wards. Average for 1902, 8,558 


Cineinnati, 
(@©), Sunday (© 


tg Aug.td- 


(761). epecmetth: New ae York. 
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A Roll of Honor-— Continuea. 





Cincinnati. Phonographic Magazine, mo. 
Phonog. Institute Co. Av. for 192, 10, 107 (764). 


Cincinnati, Trade Review, m’y. re & 
Highlands. Av. for 1902, 2,584 (765; 


Cingtoneti, Times-Star, ey: Cincinnati Times- 
Star Pub. Act. aver. 1902, 148-918 | (761). 
Act. aver. for first six sonthe 1908, 147,60 


Cleveland, Current Anecdotes oar 
Mag.), mo. Av. year end. Sept., 1902, 1, 875 708), 


Columbus, Press, daily, democrati 
Printing Co. Actual av. 





Press 
lor 1902, 24,959 (770). 
Qelambue, Sales mt, monthly. E. L. Moon, 
publisher. Average for 1902, 4,958 (771). 
Dayton, News, dail Hews Publishing Co. 
Average for 1008, 16,580 (773 


Laneaster, Fairfield Co, Re Oo, Ba Republican. In A 
ust, '02, no issue less than 1 ‘or 2 years ( 


Springfield, Fa Farm mm and | Freside, nee tn 





$11,220 x hee ‘dati Gears 3 : Dees 
a ‘or a 
months, 1903, 840,8 saa 
Springfield, Woman’ Home Com ion, 
hovteebofd monthly, est. 1873. Actual “~ ~ 1902) 
862.6 (800 gust average for first 
mon’ 7X, °385,16 


Toledo, Medical — Surgical Reporter, mo. 
Actual average 1902, 10,917 (802). 


OKLAHOMA. 
Guthrie, Oklahoma State Capi 
Average for 1902, dy. 18,806, wy. ae 
CRESON. 
Astoria, Lannetar. C.C.C. Pagmnbers. Finnish, 
weekly. "Average ose. 1, 902, 1,898 (820 
Portland, Evening Teleg! . (ex. Sun). 
Sworn cir.’03 (8 mos.), ), 17,828. ape f 6,866 (824). 


Portland, Pacific Miner, Miner, semi-mo. Av. 
ending Sept., 1902, 8,808; first 8 mos. 1903, 4,912. 


PERRESLVANTA. 
“hmert can Tourist, mo. Av. year 
a “AM 20 (5) This paper was former 
publ ,and is now continued un- 
UP the Gpaens of Theat “American Home Companion. 
Bellefonte, Centre Democ: Democrat, wy. Averagefor 
1902, 8,850 (832). First six onthe | 1903, 8,750. 
Gonnciiovitie, Gouter wots . Actual av. for 
1902, — (838). The“ o defly omens 
since 1902 ; dakeet apn temevt upon ane 


Times, daily. Average for} 10,645 
. Katz, Special agent Agent, New = 


. arrisburg, Te! graph, dy dy. No issue for year 
end. Feb., "e'| ess F.500 (8k 17) Sworn a z r 
end. July, "03, 9,429. .  Bhannon, 160 Waseeu, I , A 


Philadelphia, American Medicine, wy. Av. 
for 1902, 19, % (865). Av, March, 1903, 16,827. 


of ntadet hia, Comer, v. 
hambers. "average for 1b02, for 1} ere (871). 


" Philadelphia, Farm Jour Journal, month! iy. Wil- 
mer Atkinson Company, publishers ver 
for | 1902, 528,127 (872). Printers’ Ink awa 
seventh sugar 


See ais, (813). 


Alea 


on? 


to Fa: 
rT 


ion : 
warded June 25th, 1902 
pF, *The Li 

me ee Art of 


« Printers! 
bg Advert iatn Farm 
* Jou e 
“> 7 man £2 a ther a sanvaseing 


extending over 
artes that 
those published in Wi Datel Beiee har 
“ pronounced one that best serves 4 purpose 
et recat, ORG commatior Lor the agricultu- 
“ral and as an effective and economt- 
medium communicating with them, 
columns. 


ve 4 day 84,910, we weekly ee eT 18 (927). 


Philadelphia, Public r, da Adolph 
8. Ochs, publisher. (OO) Gn. - . 


wpbllade! phia, Reformed Church Messenger 
306 Arch st, Average for 1902, 8,574 (: »: 


” phladetpbie, Runde S15 au, Times, weetiy. 
verage for werage to Ju 
4, 1903, 108,057. "Religious: Press Asso, Phila.” 


pubiladelphia, The Evenin 

Bulletin, d. ex.5. Average for 1% 
sworn, a (864) copies daily, 
LS fan Sor first six 
tat, Py aw , sworn day. met pal 

8 per ne 
18e con pt aialion 

pn ba unsold ~~ 
turned and free copies yf deducted. No other 
Philadelphia sper states or ints its net 
re. The in goes daily into more Phila- 
delphia homes Gene any other medtum. It has by 
many thousands the largest city circulation in 


a. 
IN PHILADELPHIA peaaey EVERYBODY 
READS THE BULLETI. 


Pittabu CGecnitettesagh. Aver., 1902, 
67,842 (87! a1). Sto i 





PP 





tabu Gazette, d’y and Sun. Aver. d’y 


Pit 
1902, 60,22: (876). Sworn statem’t on application. 


Pittaburg, Times, daily. Wm. H. Seif, pres. 
Average for 1907, 59,571 (876). Average first siz 
months 1903, 64,871. 

. Edw. J. 
17 (883. 


Scranton, Times, every 
Lynett. Average tor 1902, Dr 1902, 19,917 
Washington, Reporter, daily. John L. Stew- 
art, gen. mgr. Average f for 1902, 5,857 (889). 
Weat Chester, Local News. dail Ww. G. 
Hodgson. Average for 1902, | 15,086 890). 
York, Dispatch, daily.; D tch Bunny 


Co. Average for 1902, 801 ¢ ). Average for 
May, 1903, 8,872. : 


RHODE ISLAND. 
Providence, Daily Journal, 15,975 pits sf (896) 
Sunday ‘18,281 (@@). Evening 87,- 
581, average 1902. Vidence Journal Co., pubs. 


SOUTH ay a ae 
A —— 3 oun BT ae ory bath ss 
ve ‘or I average 
the first five months of 1903, 6,8 a= _ 


SOUTH DAKOTA. 
patito Falls, anges Leader. Tomlinson & 
a. ! = seuss tie average for 1902, 5,8 
oo Or august, 1908, 9.48% 
“TENN ESSEE. 
Chat Southern _ Grower, mo 


actual’ poo > 1908, 11,204 (920). Rate, 9 cents 
per line. Average for Septem 903, 15,15 56. 


Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850 (923). ret 6 mos. 1908, 1,425. 


K ille, Sentinel, daily. A 1902, 
%, TOL (25). ** average S September, 1908 Me io 011. 


Memphis, Commercial A . Sund 
and weeks ly eine ily 27. 06. "Sun 














First 9 mos. 
1903, dy. 28,445, Sy. 87,218, wy. 76,928. 
N ook, oe. ee A Av. for year endi. 
Feb., 1903, 1 ‘or June, 1903. 18. 
556. Only Nashotibe Delfi le to Roll of 





PR adres Christian Advocate, w’y. sui 
ith. Average for 1902, 14,24 1 241 (20). 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 7000 (044). 


CRraisie. 





wy. yo WO. Bawards.” ‘av for 1908, 2,444 (as) 
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(A Roll of Honor—continued 





El Paso, Herald. 4 Average for 1902, 
pci (46). EZ. Katz, cial Agent, New York. 


Chronicle, week 


publisher Average for 1902, for 1902, 1, 


Paria, Advocate, dy. W.N. Furey, pub 
no issue less than 1.150 (950) ; ‘May, 1903, 1,257. 


en, Standard. Wm, 
for 1902, daily 4,028, semi b—- - 8, 


VERMONT. 
page, os poe. 5. © F. E. aoe ty eo Acer. 1902, 


VIRGINIA. 
1908 5 O08 8S dniy He, Paty 


WASHINGTON. 
ay =u wart} wooly: Frank 


Tacoma, Daily News, dy. A Av. 02, 18,659 (1000). 


eekly 8 0bt Tm” 


2.b54 0%), 


4 average for 





Av. 9 mos. 1903, a 80. : Saturday issue 18,008. 
av. 1902, 10, oes 8y., 
a vais Cibin sae, mon 1908 ce 


14,158 ea Sy., 15,500 ; a 8,500. 
a: Putt at ok - ¢ Bldg.,N.Y.@ Chicago. 
Wrst VIRGINIA. 


oa oan; R. G. Hornor, 
b. Average or Sraue, ma, 8.804 me 


” Ghote News, d’y and | wy. Pub. C 
Average for 1902, d’y 8,026, 8 i; sees agi. 
——— 


Hodtosn, Finny My saad Amerika Pu 
Wishing Co. Average for 1902, a 496 pean 


Milwaukee, Evening Wisc 
Wisconsin Co. Av. for 0 “0.148 © @6) 


aoa), 


| Av. 
Zao Teli) Kepple, | | 90 (1086), First 4 mos’ 1903, 





Milwaukee, Journal a Co. 
end. Feb., 1903, 29,425 ‘5 cio). Sept Sidon: 


Oshkosh, Northwestern, d ar. for 1902, 


Raeine, Journil, daily. Fond Printing Co. 


1902 | Average six months to Tuly 1, 1903, 8,706, 





Wisconsin Agricuiturist, w'y. Av. for a 
27,515 (1039). For yr. edg. Ji July 3/, 1903, 80, 


Waupaca, Post, weekly. Post Publishing Co. 
| Average for 1902, 2,588 (1044). 
BRITISH COLUMESS: 


Vancouver, Province, daily. C. Nichol, 
publisher. Average for 1902, fort 1902, Rost (2051). 


Victoria, Colonist, ;. daily. Colonist P, & P. Co. 
Average for 1902, 8,574 (1051), 


MANITOBA, CAN. 


Winnipeg, Der Nordwesten, German week! 
Average for 1902, 8,161. /st 1st 9'mos., 1903, 9,1 


Winnipeg, Free Press. ly and weekly. av. 
erage for 1902, dail Th 84 841, weekly 0,674 
(1054). Daily, first nine months 1903, 19,504, 


NOVA SCOTIA, CAN. 
Halifax, Herald, Evening Mail, Homestead. 
Combined average for 1902, 12,881 (1060) 


ONTARIO, CAN. 
Toronto, Canadian Implement and Vebicle 
Trade, monthly. Average for 1902, 5,250 (1087). 
Toronto, Star. a Aveveae for 1902, 14,- 
161 (1084). First six 1903, 20,096. 
QUEBEC, CAN. 
Montreal, La Presse. Treffle Re Dorie 


lisher. Actual ave 70. 
Average to Sept. ist, 1908, 75, 10S. T,OFB (ik cae. 
am & Co. 


Mentreal, Star, dy.& wy. Grah 
for 02, dy, 55,079, wy. 121.418 (1008). Starmos. 
end. May 3/, ns, dy. av. 55,147, wy. 122,157. 


gage No Amount of Money 





Bae can buy a place in this 





gap list for a paper 





QaF not having the 








SEF requisite qualification. 
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‘T YHIS is the announcement of the very latest example of ac 
newspaper enterprise—a combining of resources and wil 
efforts by which a number of the greatest daily news. ay 


Papers secure for their Sunday issues a magazine feature fro 


unlike anything ever attempted before. 


To make it clearto you what this*is, we will ask you to —_ an 
think of a magazine of from sixteen to twenty-four pb 


pages of about the size of Collier's 
or The Saturday Evening Post, with 
practically the same quality of paper 
and printing, except—and most im- 
portant exception—eight pages will be 
printed in six colors by lithography, 
giving color effects open to no other 
publications. 

These Associated Sunday Maga- 
zines will have their own Editorial and 
Art Departments, of course, in order 
to secure unity of effect and harmony 
of result ; but they will be backed by 
all the editorial resources of the dif- 
ferent papers, in the effort to produce 
a combined magazine which shall sur- 
pass in quality of contents and 








The 
Associated Sunday 


Included with Sunday | 

THE NEW YORK’ 

THE CHICAGO RECOR 
THE ST. LOUIS RE! 

THE PHILADELPHIA PU! 
THE PITTSBURG 


Negotiations in progress wit! 


650,00 


Combined Circulation Gi 
each issue or pro-rota rebate of 





¥ 


brilliancy of features any of the illustrated weeklies or cul 


Magazines now in existence. 


ter 


The magazines will be uniform for all the associated , 
papers, both in contents and advertising, but each newspaper 
will put forth its magazine under its own name, with no 
marks to reveal to the general public that it isa syndicate 


feature. 


This opens a field of clover to the general advertiser— 





650000 Combi: 








acombined circulation at the start of 650,000 copies, which 
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Mneea nares: 


and will be rapidly added to by the taking on of additional 
ws- papers and by the natural increase of circulation resulting 
ure from the demand for so meritorious a feature; a quality 

of circulation and prestige assured from the beginning, 
1to and the best of printing and company (absolutely no 
our pbjectionable or extravagantly worded advertising will be 





The 
Sunday Magazines 


d with Sunday issues of 

NEW YORK TIMES 

AGO RECORD-HERALD 

-. LOUIS REPUBLIC 
ELPHIA PUBLIC LEDGER 
PITTSBURG POST 


in progress with other papers 


5 0,000 


_ Circulation Guaranteed 
rota rebate of advertising charge 


—— 








¥ 


admitted). 

In addition to this, an advertising 
rate of only $1.95 an agate line (three- 
tenths of a cent a line a thousand 
of guaranteed circulation). This rate 
is subject to advance without notice, 
and, under existing conditions, is such 
a bargain as to demand from every 
advertiser immediate attention. It 
can only be secured by the insertion 
of advertising in early issues, the first 
number being that of December 6th 
—the Christmas number of the various 
papers—forms for which close Octo- 
ber 31st. . 

This is no new publication which 
must slowly acquire favor and cir- 


or ulation and prestige. It demands your immediate at- 
tention. Better act quickly. 


ed 
er 
no 
ite 


j 


WILLIAM BANCROFT, 
General Manager. 


HENRY DRISLER, 
Advertising Manager. 


31 Union Square, New York. 
549 Marquette Bidg., Chicago, Ill. , Oct. 22, 1903. 
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A JOURNAL FOR ADVERTISERS, 
ta” Issued every Wednesday. Ten cents a 
copy: aeaner pies price, five dollars a_year, in 
vance, Six dollars a hundred. No back 
wr Bet printed f. lates, it is al 
fe Being rom pla is always pos- 
sible to leone a now edition of five Banaxed Goi cop- 
ies for Fave! or alarger number at the same rate. 
Publishers desiring to subscribe for PRINT- 
eRs’ INK for the benefit of adv. ns may, on 
application, obtain special confident al terms. 
oda Ifany person who has not paid for it is re- 
PRINTERS’ INK it is because some one has 
bed in his name. Every paper is stopped 
at the expiration of the time paid for. 


CHARLES - J. ‘Zinc, 
Business Manager and Managing Editor. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill, E.C. 


NEW YORK, OCT. 28, 1903. 


THE Bible says, “As ye sow so 
shall ye reap.” That applies 
strongly to advertising. There are 
three things that determine the 
yield—the kind of seed, the soil 
and the liberality of the sower. 

oe 














Good copy is good advertising 
seed, but the time has passed when 
the advertiser can expect to reap a 
big crop with a stingy amount of 
seed—space. Sure, he may make 
a small space pay for itself and 
often yield a profit, but if he is 
going after big game—profit—he 
must load the advertising gun with 
shells worthy in size. A coward 
never made a good advertiser. 

Some old-fashioned three-line 
advertiser says that he will “re- 
invest his profits and grow.” All 
right. If a long drawn out exist- 
ence is to your liking, if you have 
patience like unto Job, if you are 
young and have plenty of time, go 
ahead with your little campaign. 
The fellow whose blood is red and 
warm, who has an ambition to do 
things now, will sow good seed 
liberally and accomplish results in 
a few weeks that little ads could 
never produce. 

* 

From an economical standpoint 
big space is the cheapest. It in- 
sures attention, inspires confidence 
—does business. 

The subject of good copy is not 
to be overlooked. Poor copy in 
big space is a sure failure, while 
good copy, a good proposition, big 
space in the right medium is al- 
most a dead sure winner. There 
is a reason, a philosophy for this. 
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The fable of the farmer throwing 
grass at the boys in the apple tree 
is an apt illustration. The big ele- 
ment of all effective advertising is 
force. It must create a positive 
disturbance—an impression. Com- 
mence throwing rocks at first. All 
the experience gained in throwing 
grass will never demonstrate the 
effectiveness of rocks. This leads 
to the most important item—get- 
ting ready. Half-cocked advertis- 
ing, placing ads before the whole 
scheme of follow-up, either by 
salesmen or literature, is ready, 
has ruined the prospects of many 
an advertiser. The whole plan 
should be worked out before the 
first ad is placed. No good general 
would attack the enemy without a 
good line to reinforce the advance 
guard. Get ready. The agency 
that doesn’t look into this impor- 
tant feature, that doesn’t see to it 
that this part is ready to move 
with the rest of the procession, is 
worthy of your distrust. Advertis- 
ing is one of the important cog- 
wheels in the business machine, 
but all the other wheels must be in 
place, ready to move when the 
power is turned on. If not, the 
advertising wheel will turn all by 
itself and produce—expense. Have 
good seed, sow it liberally in good 
soil and be sure to have the facili- 
ties to harvest the crop—properly 
handle the inquiries and fill the 
orders. 

This talk is for big men—men 
who are above the level of the 
common kind of advertisers. 





Mr. SAMvUEL F. KANg, a well- 
known advertising man, is now a 
partner in the George R. Craw 
Advertising Agency, Chicago. 

Tue Chicago Record-Herald 
has gained in advertising patron- 
age each month this year, and the 
total gains aggregate nearly 800 
columns. 





Mr. SAMUEL STRAUSS succeeded 
J. S. Seymour as publisher of the 
New York Commercial Adver- 
tiser. Mr. Strauss. comes from 
Des Moines, Iowa. Mr. Seymour 
goes to Chicago, where he will be 
general manager of the Record- 
Herald. 








> in Mm ee 
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THE more you advertise the 
more you can afford to advertise. 


One should advertise not ac- 
cording as it pleases him, but as 
it may please the public. 


Tue publisher of the Chicago, 
Ill, Home Defender reports that 
his new subscribers numbered over 
one hundred a day during Septem- 
ber last. The Home Defender has 
for a motto: “Remember the boys, 
down with the saloon.” The De- 
fender is a member of the Roll of 
Honor. 





Tuomas BAtMer, of the Butter- 
ick Trio, believes that more ad- 
vertisers commit business suicide 
through the use of insufficient 
space than through any other 
shortcoming. The total amount 
spent without adequate return in 
this manner is very great. The 
Delineator advertising in the dail- 
ies and magazines shows that Mr. 
Balmer .believes in taking his own 
medicine. 





ConsPIcuous gains in advertis- 
ing came to the Kalamazoo Even- 
ing Telegraph during the third 
quarter of this year. In July 11,- 
718 inches were printed, in August 
14,509 inches, and in September 
15,359 inches. This beats the re- 
cord for the same period last year 
by 8,190 inches. The Telegraph is 
the only evening paper in Kalama- 
700, claims the largest circulation 
in southwestern Michigan, and is 
the only newspaper in its territory 
represented in the Roll of Honor. 





Judicious Advertising, published 
by the Lord & Thomas Agency, in 
Cnicago, has fulfilled in a fair de- 
gree what the Little Schoolmaster 
predicted of it about a year ago, 
viz., that it was a baby that showed 
signs of real, practical value. By 
way of celebrating its first anni- 
versary the paper states: 

Whatever Judicious Advertising has 
been or Has not been, it Aas been prac- 
tical. We have fought shy of “ologies” 
and “isms” and we mean to continue to 
do.so. We consider that there are quite 
enough actual, plain, everyday problems 
that are up to the advertiser and de- 
mand attention, without muddling our 
readers and ourselves with vague hy- 
potheses and scientific dissertations. 


Success in business comes of 
experience, but many people are 
too prodigal in buying it. 


A SUCCESSFUL advertisement of 
a novel sort was recently employed 
by Ehrich Bros., New York City. 
Costly gowns, wraps, furs and mil- 
linery, imported from Paris, Ber- 
lin and Vienna, were exhibited on 
living models. A spacious stage 
was built, says the Dry Goods 
Economist, and eight good-looking 
young women promenaded in the 
garments, changing at intervals. 
Fully 5,000 people viewed the ex- 
hibit in four days. The garments 
are to be sold at half price, the 
firm’s intention being to make 
nothing of the event but an ad- 
vertisement, drawing high-class 
trade to the store. 





Tue folder statement of the 
Philadelphia Bulletin for Septem- 
ber shows that this daily had an 
average of 142,492 copies each is- 
sue during that month. This is 
net circulation, as by the Bulle- 
tin’s policy all damaged and re- 
turned copies are deducted. This 
represents a quiet normal increase 
such as has characterized the Bul- 
letin’s statements for several 
years. The difference between the 
separate statements from month to 
month has not been great, but that 
the increase is regular i is shown in 
the fact that the paper’s circula- 
tion has grown nearly 100,000 cop- 
ies since 18096. 





In the week from October 5 to 
10 the Evening News, Dayton, 
Ohio, carried fifty-one pages of 
display and classified advertising, 
or 107,138 lines. This, according 
to James M. Cox, the publisher, 
is more than was carried by any 
other daily paper in Ohio in the 
same week. The News is a six 
day paper, publishing no Sunday 
edition, but in making compari- 
sons with other Ohio papers the 
seven-day papers were included. 
This is a gain of more than two 
pages a day over the News’ own 
record of a year previous. The 
News is the only Dayton daily 
represented in the Roll of Honor, 
and the only one entitled to rep- 
resentation. 
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Do not advertise to sell goods 
but once. Advertise with the idea 
of making permanent customers. 


Tue Evansville, Ind., Courier is 
now represented in New York and 
Chicago by Smith & Thompson, 
special agents. The Courier guar- 
antees its circulation, which, ac- 
cording to a detailed statement, 
averages 12,618 for the past twelve 
months. Its publishers announce 
their entire willingness at all times 
to furnish advertisers with any 
proper evidence of daily circula- 
tion. 





A NEw Hoe perfecting electro- 
type magazine press, with a capac- 
ity of 30,000 papers per day, has 
been installed by the American 
Boy, Detroit, Mich. The Decem- 
ber issue will be printed on it, with 
pages enlarged to the size of the 
Ladies’ Home Journal. The 
Sprague Publishing Co. is con- 
ducting a campaign with large 
copy in general magazines reach- 
ing approximately 6,000,000 homes, 
and the new mechanical facilities 
were installed to meet the growth 
in circulation that must assuredly 
come. By the beginning of 1904 
the American Boy ought to have a 
circulation that will persuade its 
publisher to make a detailed state- 
ment to the American Newspaper 
Directory. 


THE Omaha Daily News was 
four years old October 9. This 
was the first of the “good luck pa- 
pers” established, and the circula- 
tion on the day of its advent, Oc- 
tober 9, 1800, was 6,445. A year 
later the daily average had reached 
20,000, in I9Q0I it was 23,000, last 
year it was 33,900, while the pres- 
ent birthday showed an average of 
43,000, covering every voting pre- 
cinct in Nebraska and western 
Towa, as well as extensive terri- 
tory in half a dozen adjacent 
States. The success of this paper 
—the first penny daily Omaha had 
ever known—led to the establish- 
ment of the three others that fill 
out the four-leaved clover emblem 
—Kansas City World, St. Paul 
Daily News and Des Moines Daily 
News. 
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Business is cold-blooded and 
unsentimental, it is true, but the 
business man who succeeds is sure 
to be full of enthusiasm for his 
work. His energy must be touched 
of the spirit of faith in self and in 
his wares, or he will find himself 
* utclassed” by his competitors. 
The day of halfheartedness has 
passed, and the present is a time 
of active strenuosity. 


GRADUATES of the ad _ schools, 
finding difficulty in establishing 
themselves with reputable business 
houses on salaries “ranging from 
$50 to $200 a week,” are now seek- 
ing to set themselves up as adver- 
tising agents. An order was re- 
cently sent to the publisher of a 
prominent agricultural journal by 
a person who posed as an advertis- 
ing agent and claimed the commis- 
sion. The party being unknown, 
the publisher investigated through 
a Tepresentative, whereupon it was 
learned that this pseudo advertis- 
ing agent, a locomotive fireman by 
occupation, had taken a course by 
mail from an ad school. The com- 
modity he meant to advertise was 
a lot of chickens his mother wished 
to sell! Publishers and advertis- 
ing agents’ associations have taken 
step. to prevent deception by this 
new class of “advertising agents.” 





CHRIST- 
In 


THE HANDSOME COVER 


OF THE 
MAS NUMBER “COUNTRY LIFE 


AMERICA.” 
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ADVERTISING is business energy 
and should be applied in the right 
way and right place all the time. 


AnoTHER of New York’s daily 
newspapers is to forsake Park 
Row and make its home farther 
uptown. Within a month the 
Daily News will leave the ram- 
shackle it has so long occupied for 
commodious quarters at Twenty- 
fifth street and Lexington avenue, 
where Frank A. Munsey’s maga- 
zine is published. The new offices 
are being fitted up in perfect style, 
with every possible convenience, 
and few metropolitan newspaper 
offices will equal them in their ap- 
pointments. The new plant which 
is being installed for the exclusive 
use of the News includes a color 
press, on which will be printed the 
News’ Sunday supplement. 

The removal of the News will, 
no doubt, be a surprise to the 
many who have not been follow- 
ing the paper recently. The News, 
ever since A. T. MacDonald as- 
sumed the managing editorship, 
has been steadily improving, and 
it is said that the continued devel- 
opment of its tone prompted Mr. 
Munsey to make a final and Her- 
culean effort to secure it a recog- 
nized place among New York 
daily newspapers, and in this effort 
Mr. Munsey will spend consider- 
able money. In all fairness, it 
must be said that the Daily News 
has grown into a metropolitan 
newspaper, with one important 
feature lacking — advertising. — 
Newspaperdom, October 15, 1903. 
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A SIGNIFICANT sign of the pos- 
sibility of a closer union in a spir- 
itual way in the future between 
the North and the South is the 
fact that a closer business union 
has just been formed between the 
publications of the Methodist 
Episcopal Church, South, Nash- 
ville, Tenn. and the Religious 
Press Association, of Philadel- 
phia, Pa. 

Arrangements have been com- 
pleted by which the Religious 
Press Association, of Philadelphia, 
will take up all the advertising 
management of the weeklies, 
monthlies and quarterlies pub- 
lished by the Methodist Episcopal 
Church, South. A new rate card 
will soon be issued by the Relig- 
ious Press Association, and it will 
adjust the advertising charges in 
accord with the quality and quan- 
tity of the circulation of the dif- 
ferent periodicals. Some of these 
publications have never been of- 
fered to advertisers, and their col- 
umns will now for the first time 
be opened to receive acceptable 
advertising. The publications in- 
cluded in this arrangement, and 
all of’ whose advertising business 
will now be transacted by the Re- 
ligious Press Association, Phila- 
delphia, are: 

The Christian Advocate. 

The Epworth Era. 

The Children’s Visitor. 

The Sunday School Magazine. 

The Senior Lesson Quarterly. 

The Intermediate Lesson Quarterly. 


The Home Department Quarterly, 
The Methodist Review Quarterly. 











All correspondence and remittances 
relative to business with PrInTERsS’ INK 
should be addressed to the Business Man- 
ager of the paper (see head editorial page), 


and by doing so correspondents will ex- 


pedite and facilitate transactions. 
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One brick never built a house, 
neither will one ad build a busi- 


ness. 
EEC 


THE present two-cent stamp is 
to be retired before the new year 
and replaced by a fresh design 
which is expected to meet with a 
more favorable reception than any 
other stamp ever issued by the 
government. Four billion two- 
cent stamps are used in the United 
States every year, and the Bureau 
of Engraving is completing the 
plates for printing this vast issue. 
Washington is the central figure 
of the new design. 


THERE are many human forces 
that make for accomplishment. 

And the greatest of these is 
earnestness. 

It is corner-stone and keystone, 
bed-rock foundation and towering 
walls—the whole masonry of suc- 
cess. 

It sweeps before it all doubts 
and difficulties; prevails against 
brute strength; surpasses genius. 

Enthusiasm is the fickle flash; 
earnestness, the steady glow. 

It is that quality which shines 
through and glorifies the simplest 
deeds and plainest words. 

Earnestness impresses where all 
else is powerless. 

Earnestness proves 
cannot be counterfeited. 

Earnestness in advertising is the 
prime essential. Other qualities 
may be lacking. The ad may be as 
crude and unfinished as a child’s 
mud-house; but, just the same, if 
it has the saving grace of earnest- 
ness; if it comes from the heart, 
it will strike up a wireless connec- 
tion with the hearts of its readers 
and do its duty despite its defects. 
Earnestness is hypnotism; earnest- 
ness is inspiration. If you are 
properly earnest, /ords will come, 
ideas will develop, arguments will 
tumble over one another in their 
rush for expression. And results 
are bound to come. 

No one can write earnestly un- 
less he is a downright believer in 
the proposition he is advancing— 
an enthusiast—willing to back it 
against the world.—Judicious Ad- 
vertising. 


itself and 


TuHeE Lexington, N. C., Dispatch 
is the only newspaper in North 
Carolina that i¢ represented in the 
Roll of Honor. 

TuHeE Evansville, Ind., Courier 
has just completed an interesting 
local voting contest in which there 
were thirty competitors and five 
winners in different classes. Asa 
result five young women will be 
sent to the St. Louis World's Fair 
at the Courier’s expense. The pa- 
per plans to send over one hundred 
of its subscribers to the great fair 
at no cost to them. 





Successful Advertising 


How to Accomplish It. 





A Book for Retailers and 
‘Young Men who Begin 
the Study of Adver- 
tising. 


Price $2.00 


Where the usual volume on 
retail advertising quotes stale 
advertising phrases and gives 
hackneyed specimens, Mr. Mac- 
Donald’s book searches out the 
inner advertising principles of 
each business, and sets it forth 
clearly and briefly. His matter 
all through the book is distin- 
guished for compactness and 
clarity, and is written in a 
sprightly, forceful way. 
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The above book will be sent 
postpaid to any address upon 
receipt of two dollars. Ad- 
dress Business Manager, Print- 
ers’ Ink, 10 Spruce St. , New York 
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A stRIKING piece of Stock Ex- 
change advertising is the large 
mailing card from Mallett & 
Wyckoff, 10 Wall street, New 
York. Measuring seven by eleven 
inches, nearly all the space is taken 
up with a half-tone view of Wall 
street with Trinity Church in the 
distance. In an inch of space at 
the bottom is given information 
regarding margins and the meth- 
ods of speculating. 











THE advertising manager 
of one of the largest publica- 
tions in the United States 
suggests that a classified de- 
partment should be estab- 
lished in Printers’ INK 
wherein publishers, who for 
some reason failed to get a 
figure rating in the 1903 issue 
of the American Newspaper 
Directory, could state their 
present circulation. This de- 
oartment would be a “primary 
grade” of the Roll of Honor 
and would suggest a willing- 
ness to supply such informa- 
tion as will secure a figure 
rating in the forthcoming is- 
sue of the American News- 
paper Directory in April, 
1904, for the purpose of sub- 
sequent admission in the Roll 
of Honor. The above sugges- 
tion was prompted by the fact 
that a certain publication, 
which never made a Directory 
statement, had been sold to a 
publisher who believes in 
making detailed circulation 
statements of the sort which 
the American Newspaper Di- 
rectory requires. ze 
_Are there any other pub- 
lishers who would like to 
make detailed statements now 
and pay for their insertion in 
the “primary grade” until 
they can be admitted to a 
position in the Roll of Honor 
in 1904? The rate for such 
announcements would be 20 
cents a line, and a detailed 
circulation statement covering 
the period referred to in the 
desired advertisement would 
have to be submitted. 
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CriIcaco is contemplating new 
street signs, and an enterprising 
company has offered to put up 
five-sided signs on lamp-posts free 
of charge, on condition that the 
reverse sides be used for advertis- 
ing purposes. The plan has 
aroused much antagonism, as the 
city is now amply provided with 
eyesores in the shape of refuse 
boxes and other mediums of out- 
door publicity. 


FoREIGN newspapers are disre- 
garded by the large American ad- 
vertisers, and chieflv for the rea- 
son that the latter know little or 
nothing about them. It is for the 
foreign papers themselves to dispel 
the advertisers’ ignorance and neg- 
lect. Make a vigorous educational 
campaign and lay facts, figures and 
data before the American advertis- 
er. Tell him about the people for- 
eign papers reach, what they do, 
aiid how much money they have to 
spend. There are influential and 
meritorious foreiga newspapers 
which could profitably advertise in 
PRINTERS’ INK, which is read by 
every large advertiser in the Unit- 
ed States. Such papers can build 





FREIE PRESSE 


LINCOLN, Nes. 
(GERMAN WEEKL-Y.) 
Actual Average 
Circulation, 144,554 
The FREIE PRESSE prints over three times 
many copies as LINCOLN has inhabitants. 


as 
This fact shows how widely it covers the best 
German Field in Nel q@) 











up a good business by going after 
it through Printers’ INK; it will 
cost less to go after it through 
Printers’ INK than in any other 
way. The price for a quarter-page 
in Printers’ INK would be $10 
cash, per one insertion; in special 
position (if granted) it would cost 
$12.50. A single inch of space will 
make quite an attractive advertise- 
ment in Printers’ INK, as the one 
here printed shows. A one-inch 
i vertisement, so displayed, would 
cost $3 per insertion. A standing 
one-inch ad, with copy frequently 
changed, would tell a running 
story fifty-two times a year, and it 
would be seen and read by the big 
advertisers, who spend annually 
millions of money. 











32 


A SYNDICATE headed by Henry 
Siegel has just negotiated for a 
ever enny uilding in Boston to 

erected on the block bounded 
by Washington street, Hayward 
place, Essex street and Harrison 
avenue extension, in the heart 
of the business district. The new 
building will be completed by 
January, 1905. The Boston estab- 
lishment will work in harmony 
with the other Siegel stores in 
New York and Chicago. Cus- 
tomers having charge accounts in 
one city will enjoy the same privi- 
lege in the others. The pronioters 
regard Boston as a city of enticing 
possibilities, with its 2,500,000 or 
3,000,000 population in a radius of 
fifty miles. 

The new Siegel store now being 
built on the old Macy site at Four- 
teenth stréet and Sixth avenue 
will probably be occupied early in 
1904. This is to be known simply 
as the “Fourteenth Street Store,” 
the idea being that such a name 
will be more distinctive than a 
firm name, particularly as there 
are already in that neighborhood 
the Fourteenth Street Theatre, 
Fourteenth Street Armory, Four- 
teenth Street Bank and other 
places identified with the locality. 
This old retail thoroughfare will 
probably be identified with popu- 
lar-priced retail trade for many 
years to come, and the new estab- 
lishment will quite fill the void left 
by the removal of Macy & Co. 

Henry Siegel is the active head 
of three other department stores— 
the Simpson-Crawford Company 
in New York, Schlesinger & 
Mayer in Chicago, and the original 
Siegel-Cooper Co. in the latter 
city. Until two years ago he was 
also the animating principle of the 
New York Siegel-Cooper Co., but 
sold his interest to D. J. Greenhut, 
the junior partner. Mr. Siegel is 
fifty-one years old, and came to 
the United States at fifteen from 
his native village in Germany, be- 
ginning his business career as 
clerk in a clothing store in Wash- 
ington at $3.50 a2 week. With his 
brothers he established a store in a 
Pennsylvania city in 1871. Soon 
a branch was opened, and then the 
business was sold and the bro- 
thers went to Chicago, arriving in 
1876. Their first enterprise there 
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was a cloak manufacturing house, 
and Henry Siegel as traveling rep- 
resentative for eight years gained 
the knowledge of retailing that has 
since been so useful to him. In 
1887 the “Big Store” in Chicago 
was founded with Frank H. Coop- 
er, who had been up to that time 
a prominent merchant in Peoria, 
Ill. The New York establishment 
was opened about eight years ago, 
and the reorganization of the 
Simpson-Crawford Company was 
undertaken after Mr. Siegel sold 
his interest to Mr. Greenhut. It 
is said that the chain of stores is 
by no means complete, but that 
new establishments will be opened 
in other cities that, like Boston, 
offer an undeveloned field. Mr. 
Siegel is not only successful in 
founding stores, but in managing 
them. He has a gift for winning 
the co-operation of a large staff of 
employees, and his sympathy with 
those under him has led him to or- 
ganize pension funds and similar 
societies for their welfare. Sev- 
eral years ago he gave a $1,000 
life insurance policy to every man 
who had been in his employ a year 
or more, paying the first year’s 
premium. 





THE LITTLE SCHOOLMASTER’S 
CARTOONS OF SPECIALS. 


IV. 

















NOTES. 


“Hoot, Mon!” is a humorous owl 
folder from Scott & Co., manufacturers 
of roofing materials and tools, Cincin- 
nati, Ohio. 

A rorcerut booklet from the Y. M. 
C. A., Toronto, Ont., shows where 770 
oung men and boys sperd their leisure 
Core and tells how it is done. 

Tue publishers of Pearson’s Magazine 
point out that, appearing on the 15th 
of each month, it supplements both last 
month’s and next month’s magazines. 


Stevens firearms are catalogued in a 

small price-list which is sent out i A the 
. Stevens Co., Chicopee Falls, Mass. 

Wisk the brochure goes an ingenious 
puzzle which appears to have real adver- 
tising value. 

Every newspaper in the United 
States, great or small, which has a rep- 
resentative in New York City, is listed 
in a neat pocket directory published ly 
M. Lee Starke, Tribune Building, New 
York and Chicago. 


Tue latest catalogue of the J. L. 
Mott Iron Works, 90 Beekman street, 
New York, is a book of 116 pages, de- 
scribing the firm’s Sunray heaters and 
Roman radiators and giving general in- 
formation about modern heating appa- 
ratus. 

Tue Robert John Advertising Co., 
First National Bank Building, Chicago, 
submits a series of clean-cut. telling 
newspaper ads prepared for Hy-Jen 
Tooth Paste, a toilet requisite ing 
ushed in the Middle West by the Hy- 
en Chemical Co., Chicago. 


Tue process of making cellulose, a 
corn-atalls roduct manufactured by the 
Marsden Co., Linden, Ind., is described 
in Clover Leaves, the pox igs | periodical 
of the Toledo, St. Louis Western 
Railroad. Cellulose is used as a lining 
for the armor of battleships. 


“Tue Book of Pages” is a brochure 
exemplifying the weird advertising lit- 
erature prepared by the A. C. Rogers 
Company, eveland, Ohio. This com- 
pany’s productions are always attrac- 
tive by reason of their oddity, but per- 
haps the advertising argument could be 
presented more forcibly. 








PRINTERS’ INK. 









33 
“Bankinc by Mail” is a condensed 


brochure covering the usual points in 
such a booklet, issued by the Northern 
Trust Company, Chicago. 

Literature from the Merchants’ 
Record and Show Window, Chicago, de- 
scribes that journal, which is a new 
Soy devoted to window decoration 
and selling pointers. 


Tue St. Louis Republic issues a fold- 
er statement of circulation covering the 
first eight months of 1903 in which a 
daily average of 113,125 is claimed. 
The circulation for 1902 in the Ameri- 
can Newspaper Directory is 109,084. 


Tue story of the Seymour Apartment 
Hotel, so est Forty-fifth street, New 
York, is told in the best style for pre- 
senting the chief facts to busy people— 
in excellent half-tones. The brochure 
containing them has only as much text 
as will explain the illustrations. 


“Distinction in Dress” is a hand- 
some brochure of women’s cloaks and 
suits from Printz, Biederman & Co., 
Cleveland, Ohio. The cover is an ex- 
cellent color combination, while the tex 
and pictures are all that could be de- 
oh Corday & Gross, printers, Cleve- 
an 





“Our New Building” is a tasteful 
booklet from the Lestern District 
Branch of the Y. M. C. A.. Brooklyn, 


showing plans of the new $250,000 
structure to be built for this associa- 
tion, as well as outlines of its work for 
the coming winter. It bears the im- 
print of the Fraser Press, Brooklyn. 


Tue Citizens’ Savings & Trust Co., 
Cleveland, Ohio, sends out a tasteful] 
arranged, convincing booklet entitled, 
“When My Ship Comes In.” It treats 
banking, loans, investments, trust ser- 
vice and other departments of the in- 
stitution, and each page is illumined 
with pictures that have real art value. 


_ “Across the Continent in a Winton” 
is a highly absorbing booklet containing 
an illustrated account. of the automobile 
trip from ’Frisco to New Yok made by 

is 


Dr. Nelson Jackson. is the 


first time the feat 
W 


1 
+8) 


has been accom- 

shed. The story is published by the 

inte Motor Carriage Co., Cleveland, 
0. 
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Advertising Agencies. 


There are hundreds of advertising agencies in 
this country. All perform some valuable and 
necessary services their clients. And tu 
might pears pay services to many other a 

vert sers if the fact were persistently brought to 
the — corennree in the columns of the Little 


PRINTERS’ Ink is desirous to start a classified 

listing as many recognized agencies as 

e the wisdom of having a card in the repre- 

itive advertising journal in the United States. 

Such ade isements cost ten cents per line net and 
are set in pearl. Count six words to the line. 

pers ADVERTISING BUREAU 

PLACES YOUR ADVERTISING 

IN BST PLACES. 

Established 30 years. 203 . 203 Broadway, New York. 


UDOLPH GUENTHER. J oben, eee and Mag- 
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A man, of origina) id 


pemtn or “efits up 


leas and ability to 
oaichy ads, woul ld aceept a 


single ads. 


PRESSMAN | wanted capable 
dd poster vom, 

take ag in a pay? P lant. 

care 0 

Frassig D'S NEWSPAPER MEN’S EXCHANGE, 
Ray y ee 

y 0 
Bridge 8t., Seinen. Maas. " 


AM Rounp engraver and artist with small 
amount of capital to invest can secure situ- 
ation and interest in thriv: 


le of handling si 
referred who w 
ddress “ M. 8, P.,” 


business. Address 


“ENGRAVER,” care of Printers’ ink. 
A= advertising ms mana: great metro- 

politan Copnetmnage store wishes position as 
advertising 


Best of ex rience d 
references. CAR 08, ” care Printe: ae Ink. mo 


Marcas: advertising bureau ror daily, 25,000 
refers = ~T- sing manager 








azine Advertising. Spec’ combination 
lists from $5.00 upwards, mailed on app on 
108 Fulton Street, New York. 

- a 


READ THE PEOPLE AND WRITE 
THE AD. 


There is nothing mysterious about ad- 
vertising, nothing that any good busi- 
ness man does not know. Any man who 
is a good reader of human nature can 
write a good advertisement. If he can’t 
write the advertisement it shows that he 
can’t read people. The successful ad- 
vertising man studies his customers. If 
they are of the class that desire an an- 
nouncement of the P. T. Barnum order 
that’s what he gives them. The circus 
style of doing business is just the thing 
in some places. Probably some of the 
experts will claim this is a lie. But in 
other localities the reverse is true. The 
natural born advertising man can read 
the people and tell what they are look- 
ing for.—Michigan Tradesman, 


———__-+} - ——_____- 
BUSINESS WILL GO ON. 

The following obituary recently ap- 
peared in a Missouri paper, says the 
Chicago Record-Herald: “John Ander- 
son, we are sorry to say, has deceased. 
He departed this last Munday, he went 
fourth without a strugel and such is life. 
He kept the grocer store at the Corners 
and his wife will still keep it. His vir- 
tues was numerus and his wife inherits 
them. We are happy to stait that he 
never cheated and was always an honor- 
ble man and his wife is also. His wife 
will keep the store jest like he did and 
will be pleased to see old customers at 
eny time.’ 


———_~—>—————— 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di. y, 10 conte a line. ust be 
nm in one week in advance. 


WANTS. 
D°x you want a good ad od ad solicitor? M. GLUOK, 

Broad. Newark, N. J. 
bt ey pene ine 4 who obtains business 
repre-ent trade journal in Phila- 

dclphia. ‘Address o E. ° Printers’ Ink. 
ONE than 225,000 copies of the morning edi- 
I tion of the World are sold in Greater New 
ork every wcal its eats any two other papers. 

E XPERIENCED advertising man of _well- 
trained ability in writing chan 
from present 





seeks 
“WORKER,” Printers’ Ink. 
daily in large 


a preopreser. 


A= anime wants pod aderiter” ana on 
references. 


firperienes and good 
lington, Ia. 





_ circulation of all 


of business or ne 
ence. Address Sree teee? 


RINTING office mana: 


years’ experi- 
care of P.I. 
nanager, employed, will con- 


sider pro ees th grad e, ex) 2 ayn 
successf ful Rete ‘eren: ti one 
managership or quperintendence. UCCESS." 


‘HERE is a first-class opportunity for a com- 
‘I mercial artist. Onlya man ma onteunes 


ideas, and who can do en “wr Danae 
ress 


lustrating need a) 
604 Temple Court, + Sih 
OMPETENT cartoonist toonist desires position on 
bustling os in R QUE! or jiidle West. 
Corner Saat and i Ave., 
Sapulpa, 1. T. 
RTIST wanted for high-class commercial 
decorative designing and lettering; —_ 


with photo-engraving ex gt ref 
les returned if submit . ress, with r- 
iculars and salary,“ ART,” P. “5 Box i502, b Pa 


delphia, Pa, 


XPERIENCED rran desires c of wor 
E tising,machinery line; uted thee 
od 


all departments of print enawave 

tration; reference; winding. « — 
BENTON B. TwiGLe 

Huntington (Gone Heights), Maas. 


ANVASSERS WANTED to sell the pamatons 

Subscription 

ten dollars, All ADVERTISERS need it, It te s the 

American new: pers on and 

pe odicals with reliable accuracy. It Aponang 

n the editorial room of every important pa) 

It is an up-to-date r of all American 

= ns of Ra m 
wepeper. Address GEO, 

Publ shers, No. 10 Spruce St., New York. 


| Fy ® to be profitable, waet luce 
ni We ru 
men in both chant “Hy 


+ Un 
com aye pie incompetent men ruin machines; 
it pays to ge’ good ame n; we graduate such only; 
we make op jalty o' men for new 

lants. Pa lishers r who are about to install lino- 
ypes would do well = send us their men for 'n- 
struction. Write us for par and recom- 
mendations. LINOTYPE SCHOOL, World Build- 
ing, New York. 


DVERTISEMENT WRITERS, jonal opp be- 
ginners, will nate an ~G =e ts) [=> 











will do more to establi 

adwriter than 

Write to-day. 
WELLS & CORBIN. 

Suite 608 BY hiladelpbie. Bidg., 


your reputation as an 
years of o experience. 





A wm ARE YOU GATesTED 
‘our present position or onjeryt 2 
not, write its for Ee and Loe yt Pues 





men, ne’ men, salesmen, etc. 
clerical wepeper executive men of ail i kinds. 
grade oer 


Suite 509-309 B: 43 
Suite 815, ryan sepa 


Suite 529 
Suite i308 Williamson 

















YOUNG MEN AND WOMEN 


managers sho 
umons of PRINTERS’ INK, the business 
saveitisers — weekly at 10 Sprace 8t., 
New York. Such advertisements will be inserted 
at 10 cents per line, six words to the line, PRINT- 
rs’ INK is the best — for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 
HEN YOUR WIFK’s DIGESTION SEEMS 
BEYOND REPAIR, 
and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. It immediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. Manganese in solution does 
it, It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake orfraud. Howelse are you to be 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Drugzi-ts 
and grocers sell what is called for. Try it Just 
Once for One Time, Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen'l 
Agent, 13 Stone | Street. 


or - 
TRA DE JOURNALS. 


ARDWARFE. DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 





DESIGNERS. 
Died a and illustrations in colors and black 
aud white for all purposes. THE KINSLEY 
220 Broadway. New York. 
or 


ENGRAVING. 


NGRAVING, (line, halftone, steel, 
lithe raphing and artistic printing. 
KINSLE 8T JDI0, 220 Broadway, New 








wood 
THE 
ork. 





ENGROSSERS. 


Be zengesns and illuminating of memorials 

testimonials, certificates, etc. THE 

KINSLEY STUDIO, 220 Broadway, New York. 
CARBON PAPER. 

1LL exchange a limited amount of carbon 


paper and ty writer ribbons for adver- 
tising space. CARBON, ” P. O. Box 672, N. Y. 














BOOKLETS, 
E =. donign, engrave ana print for 
One talk, one order covers ail. 
THEKINSLI: Y eruDe0,=m 220 Bromiway, New York 


COLLECTIONS. 


se Sane COLLE ECTED on percentage basis 

Fair tment pearenterd, DAY- 

AND.NIK HT ADJUSTMENT ASSN., 2644 Chicago 
ave., Chicago, Ill. 


—+o>—__—— 
STOCK CUTS. 
AVE a sheet showing sixty silhouette stock 
cuts, in three sizes, one, two and six inches 
ry Glad to o—e you one. STANDARD, 61 
Ann 8t., New York 
—__+o+—___—_ 
COIN CARDS. 


PER 1,000. Larger lots at lower prices. 
ACME Sage — OO., Burlington, Ia. 


PER 1 or more; any princi 
TRE GON WRAPPER CO. Detroit, Mich. 


HALF-TONES. 


$2 
8 








KNOXVILLE 


INGRAVING CO., Knoxville, Tenn. 





PRINTERS’ 





INK. 35 


TYPEWRITERS. 
EWSPAPEERS may secure new _— oeatoter 
writers without mone’ Iv. propo- 
sition. MUTUAL ADV. AGENCY 32 317 fGvadioke. 
———— ++ 
LITHOGRAPHY AND TYPOGRAPHY. 


ITHOGRAPHED blanss 4 pores Be outs 
cates, etc., which mee Se 
typewriting. Send stamp for saanplen. leteand, 
10 William Bt,, New York. 





CALENDARS. 


OST artistic line of advertisi 
ever — Write for price 
Ass! & 8U 


I 
45 Beekman St., New York City. 


eeteniass 


+o 
PRESS CLIPPINGS. 


Fine CLIPPINGS, any subject ; le. for every 
line used, you returning unused and send 
per regular. 


COOK’S LYCEUM, 
Rockpo: 





rt, Ind. 


en oe 
ILLUSTRATORS AND ILLUSTRATIONS. 
SENIOR & CO., Wood Engravers, 10 Spruce 
e St., New York. Service good and prompt. 
LiOernesine, designing, ete. a ccve 


k-plates, and crests. THE INSLE 
STUDIO, B20 Broadway, New Yor 





ptermees => Powe 
ADVERTISING AGENTS. 


M48 Coupon System git gives you eatistastery 
service in classified advertising. o- Clas- 


sified Directory contains extensive lists of Ts 
coverin; hy sections = the count Ve 
mail it ress CLASSIFIED 


mested. Add 
DEPT, MAHIN™ ADVERTISING COMPANY, 201 
Monroe 8t., Chicago, Ill. 


a aa 
PUBLISHERS. 


A LIBERAL REWARD for names of publica- 

tions that will pay 54 or more per annum 
net on the business that they bring when ad- 
vertising Blair’s Non-Leakable Fountain Pens 





and Fluid Pencils. Prices, $2.00 and $1.00, with a 
year’s supply cartrid of ink free. Address 
B Dept. as at N PEN 
way, 
New York. 4 





CIGARS FOR SALE. 


7E will sell you a better cigar for 5c. imported 
than most dealers ad for 10c., Impor 


\ 


Havana filler, Conn. , genuine Sumatra 
wrapper, Perfecto chape, 64 c‘urches long, Union 
mate, mild and pleasant. For 60c. we will mail a 
box of me of these cigars, prepaid to any address 
in the U. 8.,and, if sean ihe a = make good, return 


them and receive your 
HART ORD € CIGAR oe 
1115 Main St.. Hartford, Conn. 








BUSINESS OPPORTONITIES. 


$5 5 00 0 7.2 —— Soundotion for 


a: a KMERSON P, rs S, 23 Broadway 





UR PLAN for arastin i Db] 
Oo = TEAS Sor ot 1g beginners in profitable 


siness is remarkably success- 
ful. Some we s ree months poe now m4 
ceive 100 letters daily, and are 
money. You can 


well; com ete f 
—, CENTRAL SUPPLY COMPANY itn for 
ity, Mo. 


PRINTERS. 
om onl ers by ee million. Write f let. 
STEWART PRESS, E88, Chicago. wsiheae 

XATALOGUFS printed in large tities. 
C Write STEWART PRESS, Chicago. 

P® INTERS. Write R. GARLETOR, A — ars 

Neb.. for copyright lot lodge cu! 
| 5 Bo pre not satisfied where ne noe 


all kinds of book and why ORO 


rintine ya - and satisfacto 
RINTING CO.. 15 Var wdewater St. Now York: 














36 
ye. 





aagect Uterine ts rite us for 
prices, WEBSTER, CRAWEO ‘& CALDER, 45 
8t., New York. 
os 
DECORATED TI? = BOXES. 

Ne ofttimes colle . 
You ‘Cannot im magloe 5 beautifully 
boxes can be decora’ and how chea they. A 

until you get our samples and quotations. 


year we made, caret boxes ot 


minder called “ It Xow.” At. ; 80 are 
ita ABIRWICAN OFFER COMPANY, 
Street, 
BF ns mem Ly 


‘ew Yor 
wun The largest maker of Tin Boxes eraias = 3 the 





SUPPLIES. 


W.,,’ 2; Witsox PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
azine cut inks than any other ink bouse in the 
trade. 

Special prices to cash buyers. 


N NOT HOW CHEAP, BUT HOW GOOD. 
CONNER, FESULER &CO., 
iRINTERS’ W AREHOUSE. 





CYLINDER PRESSES, Job Presses, Paper Cut- 

ters, Gas Engines, Motors, Folders and Stitchers. 

REBUILT By SPECIALISTS. 

TY PE- American Point oint Line, Body and Set. 

PRINTERS’ MATERIAL, Small Tools and Sup- 
plies. New anpD Seconp Hanp. 

PRCMPT and Intelligent Service, Consistent 
Terms, Prices and Discounts. 


CONNER, FENDLER & CO., 
New YorK Ciry. 


FOR SALE. 
SmOsTYS. for sale. First-class condition. 
B. M. M.,” care of Printers’ Ink. 
AROATN Four and eight-page Scott rerfect- 


with full + we ig stereo outfit. 
Adaress wae TRIBUNE, Oakland, Cal. 


=. Purchasing cylinder presses. 
ly send for 


pom 
rial, kin 
1614 Oliver <bergadn list list: RIGHARD PRE PRESTON, 


Ww have reasons for selling THE Ecno. I 

want a n per ina seed} live Tiligois 
town, write us about it. H. G. HOTCHKISS, 
Prophetstown, 111. 


42 , 3 60 POTTER TWO-REV,.; will pees f 


Sater c es. ge oie 
ress for book, jo ewspaper wor! - 
KRD PRESTON, Worn Oliver St., Boston. 


Hr. DOUBLE CYLINDER, by or without 
folders attached; will print 4 pages of a 7- 











pkg aE t fie per homr i 
trade in yment. 
167L Oliver at perme 


| ee A SALE—A modern Goss Clipper Web per- 
nts 7 or 8 columns, 22 
i ‘ches in ngth. In thorough running a 
Vill be sold ata great bargain on easy term 
with stereo. hinery. BANGOR PUB. CO. 
I CAN sell your business (with or without real 
estate),no matter where it is or what it is 
worth. Send description, state price, and learn 
ow. I have, or can find, the business you want 
to buy. State your roms rements. 


$50 North —. — Building, 
Philade! —, 


HER?P’S ANCE 
TO BUY A NewsPa ren OUTFIT CHEAP. 
We have for sale one perfecting print- 
ine press. which will print poe Raid pages; 
1? sou you are lool for an outfit, correspond 


GERMAN-AMERICAN BANK, 
St. Joseph, Mo, 


PRINTERS’ INK, 





DISTRIBUTING. 


ROULARS distributed $3 per thousand. 
D. POSEY, Box 43, abievitie, Las . 


CD 


—_—_ or 
MAILING MACHINES. 


HE DICK MASOHL ASS as A lightest and 
uickest. Price $12 an? VALENTINE, 
Mfr., 178 Vermont 8t., Butialo, 








ADVERTISING | N NOVELTIES. 


LOTTERS for advertisers. Bunch sam les, 
10c,, refunded. DEFENDER, Oak Hill, B. 
APEROID Pocket Welle, 4x7, 1.000 for $10, 
including ad. “ Wear e leath er.” FI. 
& SON, 5th above Chest delphi 


COAT ANGERS Wie W STYLES. 
Specially adapted for permanent advertis- 


ing pu . Prices attractive. 
ELMAR MF. CO., Fs. CO., Canton, Pa, 
wr for sample and ple and price, 1 ted wm Lots Bill 
Price low. Reaches y man and 
poussatty, THE WHITEH: AD &  HOAG Co., 
Newark, N 
BRIGHT steel nail file, $30 per thousand. 
Turned soomyeese in cases, $20 
C results. advertising pavetiies ines bring 
——— Si ae, buttons, bad; gee. 
TH BAL TINONE 











-J. Branches in all large cities. 
sand. Samples of oa in leather c.ses, 
Agents waned. J.C. KENYON, Owego, N. Y. 
reasona 


ork rices. 
BADGE & NOVELTY C ()., 33 Broadway, N. Y. 


Baga advertising | cards are the best 

ediums used by advertisers, as the inter- 
est taken in_ the little girl, whose skirt changes 

hree different colors with the atmospheric 
conditions, keeps your advertiseme:it always in 
view. new lot of cards just lehearaghes. 
Cards printed with advertisement as desired, on 
face of card, 00 per 1,000 net ; with calencere 
attached and name of firm on face of card, $30.00 
perl, 1,000 net. Samples sent on apniication. Ad- 

fress BAROMETER 00. & Baltimore, Md. 


PREMIU MS, 


RINER SCALES make useful premiums. Com- 
plete line. Send for 


jogue. TRINER 
SCATE & MFG. CO., 130 8, Clinton St., Chicago. 


YON& aah 8 NEW PREMIUM CATALOG, 

- _ ee ~ 4 — ahh nese instruments 
of all desc ons, including a spec cheap 
talking mach so §20, r~ worth ae ed mandolins 
and guitars used in a singie year b: 


ne firm for 
promtane. Write for cai PRE: 


i ‘vr 


yon & Healy, 199 Wabash Ave., Chi Chi 
Rn AABLE goods are trac are trade feet Thou- 

\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale ge in jewelry and — 
lines, 500-page list ustrated catalo; 
pobtished annually, yh now ready; free. 

F. MYERS VO.. 46w, 48-50-52 Maiden Lane, N.Y. 
C CALIFORNIA PREMI} PREMIUM, 5 CENTS 
weet offer A. —— Yearly subscriptions to 
cents a year net; 20 
ay Oe pases ae (Ladies? eee Journal size) each 
month; printed on nig grade news, with 
heavy colored cover; illustrated with views in 
California, and clean, vigorous stories of the 
wonders, the beauties, the resources and romance 
of the Golden West. It is a clean, progressive 
hon.e paper, fit for any home, and will make a 
rood clubber with any journal published. THE 

ESTERN % is a companion paper to the 
Pacific Fruit World, and is an Eastern edition of 
bow well-known journal of orchard. vineyard 
and rural home life in the Golden State. The 
yearly subscriptions at 5 cents net, you will be 
pleased with the proposition, and should send for 
samples at once. 

Publishers desiring a fine line of nremirms 
can secure through us Sanasome novelties made 
from orange wood, yucca wood and bark from 
the big redwood trees, in the form C4 js ensah- 
jons, napkin rings, ete.. etc. We supriv a half- 
tone plate at_cost, showing 15 of these heantifnl 
premiums, which will be ennplied to publishers 
at 19 cents each, including THE Wrs"FRN 
to any address for one year and 


the postace 
for a premium sheet and —_ 
but inclose 1 10 cents if a sample pin cne 


fon, napkin ring or orange paper knife i 
desired. Address FRUIT WORLD PUBLISHIN 
COMPANY, Times Building, Los Angeles, Cal. ” 








CARD CASES. 
ERFECTION card case a leader Seg ron 
d rT samples of 


t sizes mailed for 50c. Send for OF price list 
BROS., 140 Monroe 8t., Chivago. 





BOOKS. 


GOOD ads for a_groce store $1.00 
10 BAIT PUB. CO., Toronto, Can. $ 


PPnreee HELPS AND HINTS, 2c. Circular 
free. KING, Printer, beverly, Mass. 


HE —s A journal of information for 
ters. lorsed by Jack London and 

others. * Tells how and what to write, when and 
oO” to sell. Sample 2 10c. Editor PUB. 


Nassau St., New Y: 
we M*, ———— PARTNER,” a book 
for me and advertisers who 
write = own ry ) a of ci head- 


lines, catch ph selling ents, etc. 
By mai.,$1. H.C. ROWLAND, Pub. ‘Columbus, 0. 
oe 


ow i... Where to Sell Manuscripts.” Just 

blished. Full of practical sugges 

tions for the fiction writer and eenecet contrib- 

utor. Contains addresses 0 zx F 000 a 

paper covers, for 

in? loath therette, $1. UNITED 
PRESS | S¥ND: pICATES Indianapolis, Ind. 


++ 
ADVERTISING MEDIA. 


10S CENTS per line for SOvertfeing in THE 
JUNIO: », Bethlehem, 1 a. 
TAL int of, 6 mos., 50c.; 50c. ;20 words, 25c.; 12,000. 
INLAND REVIEW, Akron, Ohio. 
25 » CENTS. for 3 wordsidays. FNTERPRISE, 
Brockton, Mass. Circulation, July, 9,060. 
DVERTISER’S GUIDE, New Market, N. J. A. 
postal card request will bring sample copy. 
A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


10° PEs 


ENTS an inch for ads in THE GRANITE 

STATE NEWS, the By paper in Wolfe- 
boro, N. H. Circulation, 1,36 1,363. 

CENTS a line for advertising in THE 

» ME Visi bo nag Chicago, Ill. Gua 

on exceeds 11,000 copies mon! thly. 

pony NEWS, 25c. year; ad rate, 70 cents an 

display. Circulation, 3,000 monthly. 

WILLIAMS & METLAR, New Brunswick, N. J. 


Dare GOODS REVIEW, 506 Security Blde., Chi- 
cago, goes to ey | merchants. Sworn cir- 


WEL- 
ranteed 





culation, 3,000; adv. rate . $1.50 an inch, lic. a line. 
He BADGER, 300 “Montgomery P ldg., Mil- 
Ba W1s.,a family monthly circulation 
— copies, rate 30 cents a line. Forms 

ey + + Ask your agency about it. 
OWN TALK, Ashland, Oregon, has a ran- 
T teed circulat on of f 2,500 a each issue. 
Both other Ashlana at less than 


Ay 

1,000 by the American Newspaper Directory. 
J Mist of r line for each By wo ney in —re 

of 100 coun papers. mostly in 

York, New phe and Pennsylvania. 

tNion PRINTING co., 4 Vandewater St., N. Y. 


$1 es WILL pay for a five-line advertisement 
four weeks in 190 \ilinois or Wisconsin 
Urn. Go 





newspapers, NEWSPAPER 
10 Sprvce St, New York. Catalogue on 
application. 100,000 cir circulation weekly. 


100 00 GUARANTEED circulation, 2% 

bd cents a line. That’s what the 

PATHFINDER offers the advertiser every month. 

mail-order firms. If 

ot do =. aoe of the 
ATHFINDER, you are missin c rood, 

isk for mg and rates. THE t PATHFIND: R, 
Washington, D. C. 


DVERTISERS—Northfield is one of Ver- 
wing to Real estate has ad- 





PRINTERS’ INK, 
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PRINTING . 
OST printers feed sheets by hand, although 
machinery does sit betcer Aud more ecouo- 


} anna B Wher 
ference to you. hen you havea big order to 


pla-e, our estimate and you’ll cams our 
Pung. “KING & CO., 105 William St. N. ’ 


—_—_—_+or —__—_ 
ADVERTISEMENT CONSTRUCTORS. 


bY Getty ADV’G written 

EUGENE KATZ, Boyce we hes eS 
RACTICAL, common-sense, bu: 

P AOFIOAL, common-sense written. ESUM LE Bat 

THIN 3, 22 Munn Ave., E. < e., E. Orange, N 


ENJAMIN SHERBOW, $148 Pacla Avenue, 
En padelee. e f the better 
rt of Business Literature exclusively. 
ENRY FERRIS, his‘ ame 
918-920 Drexel Building, Philadeip! 
Newsparer, magazine and tr and trade pa) per ote. 
ADVERTISEMENTS and c and cuts. new daily. Re- 
tailers and bankers should use the best. 
Moderate prices. ART LEAGUE, New York. 
- =e ads that sell the good 
That’s the kind you dny the 0 only 
you - a #fford_to buy. nd parti toulars. 
ID, Attica, Ind. 


a y ads are productive of busi 
or catch “~ vs te xine 2 ye and at rea- 
sinable | rices. . LEDNUM, 2349 N. 


tiledelph 


x ADVERTISER FOR YOUR LOCAL 
PAPE R—well } Seem, tasty and different 


from the oar 
F.H “LOVEJOY, Roslyn, Pa. 


Mc" let we) = you some samples and so 
, forth. I have done for others might 
what Hy ca do for you. Give me some- 
t —> figure on. JED SCARBORO, 557a Halsey 
8t., Brooklyn, N. Y. 
Babe winning booklets. beg wes may Le 
card«, prospectuses, form letters, etc. 
ten, illustrated, printed. Write for free book 
“How We Help Advertisers.” SNYDER, JOHN- 
— sie Shee 


SUN & HINDMAN, 9% Tribun 
CAN gs ae peonvincing a 


sition. — 
tion and 
need such se! 
Cc. ARNOLD ‘E KR 


pro 
‘© more. I you 
write to me. 
CKMAN, 428 W. 22d Street, 
New York. 


NDIFFERENTLY eo ADVr. dig. 4 
ing with no set pu 

apologetic is held in Flow ounet esteem y the = 
ing public nowadays. 


The right kind of stuff turns indifference 
and prejudice into actual sales. 

a advertising as good as you can 

e 

Send for my booklets, “SELLING MORE 
GOODS” and “YCUR VOICE CANNOT 
REACH EVERY NOOK AND CORNEK OF 
THE LAND.” 


EDMU‘YD BARTLETT, Adv Syma. 
American Tract Bidg., New York 


E YOU—DRIVEN OR LED? 
advertising as omere 


by trou Mas 


Ww WHICH ARE YOU— 
their 


expense account item, o 

needless outlay forced upon 

gems, we won't - be - “ back - amnber *-am tito: s. 
— of such reluctant elves isers is 


oat 
that Cpe: outla ned 
down +A the < Igwent possible notch, usually about 


notch below possibil: 
2 rl at it” with the > Sclibeeete in arm f to make it 


eld a good profit, knowing that interested at- 
Tenthon’ to to what they = is abundantly = 
worth its cost. Of cou “waxy” “have 
use” for me. but - My me todis. 
cover ta ig ore Lg) for whom 1 make 
Fold Mail Sips nd ae Se N 
‘0 — pe a is, Newspaper, 
bw Feasting Zu, ete. etc. —y 


and | cladly send, to ne whose t 
gest ors Sastnees, Sapien that illustrate what those 


FRANCTS TI. MA 
402 Sansom 


No. xx-3, .» Uhiladelphia. 
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NOTES. 


Morey’s Bulletin is a monthly 
——, issued by the C. 5S. 
ercantile Co., Denver, Col. 


A rate card and folder of general 
information comes from the office of the 
Business World, 25 City Hall place, 
New York. 





grocery 
Morey 


Tue fall and winter style booklet of 
Browning, King & Co. contains thirty- 
two pages of information needed b 
nose who order through the mail, wit 
excellent tinted style plates. 


THE newest piece of literature from 
Mallett & Wyckoff, who are easily the 
most progressive advertisers in Wall 
street, is a booklet called “The Divi- 
dend Calendar,” showing the approxi- 
mate dates on which dividends are paid 
by all corporations whose securities are 
listed on the Stock Exchange. 


AN amusing booklet from Swift & 
Co., Chicago, contains the series of car- 
toons printed in the papers of that 
city in connection with Chicago’s recent 
centennial. These were drawn by Ralph 
Wilder, cartoonist of the Record-Herald, 
and contained no_ advertising, though 
printed in ads of Cream Laundry Soap. 


THE first almanac for 1904 to arrive 
comes from the Alonzo O. Bliss Co., 
Washington, D. C., and contains in ad- 
dition to arguments for “Bliss’ Native 
Herb Blood Purifier’ such forecasts of 
the weather and other information as 
is likely to interest those who have use 
for an almanac that hangs up with a 
piece of pink string. 


Tue Centrél Trust & Savings Com- 
pany, of Philadelphia, opened for busi- 
ness April 15, this year, with 47 ac- 
counts depositing $110,933. In a little 
over two months this was increased to 
474, with deposits of $631,363. The 
company has advertised vigorously from 
the start, and a packet of literature 
shows that in addition to the recog- 
nized arguments of bank advertising use 
has been made of folders in Italian and 
Hebrew. 





PRINTERS’ INK. 





CANADA. 


ANADIAN ADVERTIS 


ERTISING is best done 
DESBAIATS ADVERTISING AG’Y, Y Montene 








INFORMATION FURNISHED 


National Advertisers and all persons in- 
terested in outdoor ows can secure de- 
tailed information about the members of 
Associated Billposters and Distributors, 
their rates, facilities, etc., through 


CHAS. BERNARD, Secty., 
Tribune Blidg., Chicago, Ill. 











TO THE 


EVENING NEWS 


Published at BUFFALO, the American 
Newspaper Directory for 1903 gives a 
much higher circulation rating than is 
accorded to any other daily paper in 
New York State published outside of the 
City of New York. 











} « Character” gives your | 
| advertising stronger power. 


| 
| We’re strong on character. 
| 


Marsh Advertising Agency, 
New York Life Building, Chicago 


— 

















TO THE 
RICHMOND 
TIMES-DISPATCH 


The American Newspaper Directory 
for 1903 gives a higher circulation 
rating than is accorded to any other 


DAILY PRINTED IN VIRGINIA 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


New York Dramatic Mirror 


121 W. 42d &t., N. ¥. Extablished 1879. 

Largest circulation of any American Deaseatic 
paper. 25 years ae pre eminence. 
American —- dents. Published weehiy. 
Sold at all nas nds. Commercial ads. per 
agate line : 18c. single, 17c. thirteen, 16c. twenty- 
six, 15°. nitty two insertions. Sample copies free. 


Ripans Fahmales are the best 
cine ever 

male A bundred Cpr of 
them have been sold in the 
United States io single year 

Constipation, heartburn, sick 
»bad breath, 






















core throat and avery illness 


ising m a Goreeres 

relieved or cured by Ripans Tab 

ules. a thes : will fers ve relief within t twen- 

Si ee The five Fy package is enough for 
All druggists them, 


Addressing Machines 


NO TYPE USED. 
Cheapest and most compact system now 
on the market. A card index of the mail- 
ing list. Send for circulars and terms. 


WALLACE & CO., 27 Murray St., N. Y. 











IN EL PASO, TEXAS. 


In the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts tne accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent— 








Printers’ INK, July 22, 1903. 








PRINTERS’ INK. 





ie | 


The Eyening Journal 


JERSEY CITY, N.J. 


GROWTH in 1903 


SIZE FROM to to 14 pages. 

ADVERTISING of 24 per cent. 

CIRCULATION from 17,532 to 
18,407. 





ers that it has grown in every 
quality that makes a paper 
valuable, 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and nota 
STREET Circulation. 



























THE ESTISATION of its read- 















DAILY 


JEWISH 
HERALD 


Established 1887. 
Largest Circulation 


Reaches more homes than any Jewish 


newspaper, therefore the BEST advertis- 
ing medium. 


The Volksadvocat 
Weekly. 


The only weekly promoting light and 
knowledge among the Jews in America. 


M. & G. MINTZ, 


PROPRIETORS, 
132 Canal St., New York. 


TELEPHONE, 986 FRANKLIN. 





Circulation Books Open for Inspection. 














If Ina Class 
By Itself. 


That’s the position occupied 


The German 
Daily Gazette 


At least 50,000 Germans 
read it daily and read noother, 
because they cannot master 
the English language. 








Advertising rates on appli- 
cation. 


The Philadelphia 
Cerman Cazette, 


924 Arch Street. 
—EEE 








JAMES PYLE & SONS, 
New York. Sept 17 1903. 
The Religious Press Association, 
Philadelphia, Pa. 

GENTLEMEN We take pleasure in putting 
in black and white our estimation of ‘he 
SUNDAY SCHOOL TIMES as an advertis.ng 
medium. 

One of the best of the religious mediums— 
one of the religious papers whose valu: as 
an advertising medium we never doubt - in 
proof, the appearance of our Pearline an 
nouncemenis with unbroken regularity. 

Yours a ag 2) 
JAMES PYLE & SONS. 



















USINESS 
8 RINGERS 











PUT THEM ON YOUR LIST. 


PHILADELPIA. Age, Years. 
The Sunday-School Times 44 
The Presbyterian 72 
The Lutheran Observer 76 
The Christian Standard 55 


The Baptist Commonwealth 22 
The = scopal Recorder 82 
Tho Christian Instructor 59 
The Lutheran 49 
We Shall Be Pleased To Hear From You. 13 


THE RELIGIOUS PRESS ASSOCIATION, 




















901-902 Witherspoon Bldg., Philad’a, Pa. 








a 




















46 
SHOULD ADVERTISE IN “PRINT- 
ERS’ INK.” 


West Grove, Pa., Oct. 17, 1903. 
Bditor of Printers’ INK: 


In reading irs issue of October 14, 
I was especially struck by your article 
on “Business Translations.” Whoever 


wrote that article knew exactly what he 
was talking about, and deserves espec- 
ial credit for pointing out what is fre- 
quently a vital weakness in advertise- 
ments printed in foreign languages. My 
experience as manager for one of the 
large German dailies in your State dur- 
ing three years bears out all that the 
writer says. a oe that time I re- 
ceived electros of German advertise- 
ments so full of grammatical and ortho- 
— errors that a man who really 
nows the German language would feel 
inclined to tear his hair at the miserable 
rot, to publish which good money was 
paid out. : 

The matter is really not so serious 
with department store advertising, be- 
cause, practically, printers soon acquire 
considerable skill in translating fairly 
correctly, and again, it is advertising 
for a day only, which the general public 
is so familiar with it that it in reality 
amounts to only a price list. But 
when it comes to foreign advertising, 
either publicity or mail order, the mat- 
ter becomes more serious. A series of 
ads I once saw, which came from quite 
a large establishment in the form of 
electros, would sound a good deal like 
a Weber and Fields dialogue if literally 
translated back into English. 

The trouble is probably to be found 
in the fact that people are too careless, 
or unwilling to secure the services of 
an expert translator, who would charge 
a decent price; they generally take the 
stand that any old thing will do. Sev- 
eral times within the last few years I 
have considered the advisability of 
spending money for space in your paper 
to solicit work of this kind. 

Yours truly, 
Wititam M. Mumm. 





HOW IS IT DONE? 
The Big Paper with the Big Circulation. 
Osseo, Wis., Oct. 17, 1903. 
Editor of Printers’ Ink: 

It looks to us as though your rule for 
obtaining the circulation of a newspaper 
according to the population of a town 
ought to be revised. Osseo has a popu- 
lation of 472 according to the last cen- 
sus, and the Weekly Recorder has a 
bona fide circulation of 407 copies in 
the Osseo post office alone. How’s that 
for a showing? And we are going to 
increase it. 

Girp1n & Grirtn, Props. 
—__+o+ —__—_ 


Most all forms of advertising are 

od, but the question is which form 
s good for the most money.—White’s 
Sayings. 


—__ <-> _—__—_— 
Tue first aim of all advertising should 
be to inspire confide: in the business 


advesti mS oi Ee 


f 
Scarboro. apes © 


PRINTERS’ INK. 





MR. MYRICK’S FURTHER WORD, 
$2 Lafayette Place, 
New York, Oct. 17, 1903. 
Editor of Printers’ Inx: 

I am gratified to receive a letter from 
Mr. Spaulding, advertising director of 
the Curtis Publishing Company, calling 
attention to the fact that it has long 

nm the custom of the Ladies’ Home 
Journal and the Saturday Evening Post 
to make good to their readers any loss 
incurred by the latter in dealing with 
their advertisers. Mr. Spaulding says 
there is no limit to the protection they 
thus offer. 

In the absence of any declaration to 
that effect, published regularly in either 
of those excellent periodicals, I was not 
aware of this custom on their part, or 
should “certainly have mentioned it in 
my talk with Printers’ InKx of October 
7, about our magazine, Gocd House- 
keeping. Mr. Curtis has done so much 
for the elevation of the American press, 
as was so cordially acknowledged in the 
interview referred to, that his practice 
in this respect is also entitled to the 
warmest recognition. 

Speaking broadly, every effort made 
to admit only clean and reliable adver- 
tising helps to elevate the whole profés- 
sion of publicity. It gives the public 


confidence, an reliable advertisers 
share in the priceless advantages of that 
confidence. ut how about the dailies 


that advertise “any old thing’? 

Publicity is yet in its infancy—the 
coming o pas post and of postal 
currency will work vast developments. 
These reforms deserve promotion as well 
as clean advertising. 

Hersert Myrick. 
PINE He eects 3 
WHAT BECOMES OF GOOD AD- 

VERTISERS WHEN THEY DIE. 

One “who being dead yet liveth,” 
thanks to the genius of publicity, is 
Gerhard Mennen, of New Jersey, the 
Borated Talcum man. Mennen devoted 
his whole soul during his life to ex- 
loiting about the simplest thing that 
e could possibly find—a baby powder— 
and because he believed as much in ad- 
vertising as he did in the baby powder, 
he built up a business that was Rourish. 
ing when he died a year or so ago. Now, 
Mennen’s plain, earnest, commonplace 
“phiz” had always been the feature of 
his advertising, and the heirs know too 
much about a good thing to discontinue 
it. What will the heirs of Douglas, the 
shoe man, do when he dies? And in 
this connection the query becomes per- 
tinent—whether Mr. Beeman, the Pep. 
sin Gum man who has been with us so 
many years and who was certainly no 
spring chicken when he commenced, ‘s 
still in the land of the living. These 
are not vital points, of course, but such 
things become interesting in the light of 
the Mennen disclosures. Yet, after all, 
why speculate? Here are the 
Salt people still using the portrait of 
Shakespeare.—Profitable Advertising. 

—1989——_——— 


Wnat is to be left unsaid and what 
is to be said are questions which w 
eaually in the adwyiter’s mind. 
Searboro, 
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THE CHICAGO 
DAILY NEWS 


has no new story to tell the advertiser at the opening of 
the fall season. After all, novelty doesn’t always consti- 
tute the most valuable characteristic of information. 

THE OLD STORY-—the story which has been 
told and retold during the past twenty-five years—may 
perhaps be worth retelling. 

That story is: 

THE CHICAGO DAILY NEWS publishes 
over the affidavit of its publisher the exact number of pa- 
pers sold each day. It has made such publication during 
its entire history, including its periods of declining circu- 
lation as well as its more prosperous seasons. ‘These 
statements exclude all sample copies, exchanges, returned 
papers and unsold papers of every description. The 
statements may properly be called “net,” and in this par- 
ticular, as well as in their exactness, are in marked con- 
trast with the similar statements of most other newspa- 
pers. The daily sales for the current year average over 
300,000 copies. 

THE CHICAGO DAILY NEWS makes such 
an adjustment of its advertising rate to its circulation 
that its rate is always a cheap one. The proven profit of 
its space to its advertisers has resulted in its constantly 
and rapidly increasing advertising patronage. It is pub- 
lished six days in the week, and prints more columns of 
advertising in those six days than any seven-day paper 
in Chicago does in seven days. It publishes far more 
advertising than any other six-day paper in the United 
States. Its advertising rates, discounts and regulations 
are printed, and from these there is no deviation or vari- 
ation to any advertiser, large or small. 

After all, if you are an advertiser aren’t you in- 
terested in 


THE OLD STORY ? 
.. 
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TheBestSchool 


NINTH WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all. A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and carefui study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 


ARE YOU OPEN TO CONVICTION ? 


For further information, if desired, address 


AE ONE sending the amount of THREE DOLLARS 
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Largest Circulations. 








AN EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 198 
REVEALS THE FACTS STATED BELOW. 


Nore.—Under 4 heading Printers’ Iwx will 
advertise a three-line Rng ft ove ins lating to the 
appropriate paper, giving it one insertion for 60 

cents—stam ent to accompany the 
order or will continue ‘it once a week for three 
months (thirteen weeks) for $7.8, from whicn 5 
per cent may be deducted for cash with order. 


CALIFORNIA. 
Daily Examiner has a higher circulation 
alin than A one rded to any other paper in 
in the State State of California. 


The Wyeity Examiner has: has a higher circulation 
rating than is accorded to to ong sie other weekly in 
San Francisco or in the “tate of California. 
INDIANA, 
The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson. 


The Commercial has a > eee circulation rat- 
ing than is accorded to any other weekly in 


Vincennes, 
NEW W JERSEY. 
 Atvertioere Guide, Newmarket, is one of 
wn seven advertising } publications that has 
credit ‘or 5,000 copies. | Sample tree. ree. 
NEW YORK. 
The Sunny € Courter has a higher circulation 
rating than rded to any other Sunday 
paper in — 


The Dail News has a highe her circulation rating 
than is accorded to any othe; Gther paper i ithaca. 


The Tame ry a circulation rating four times 
higher is accorded to any other paper in 
Siecuee 


NORTH CAROLINA. 
Observer has a higher circulation 
rating thant is accorded to any other pay in 
Charlotte or daily in the State of North 


OHIO. 


The Herald has a higher circulation rating 
than is accorded to any other paper in Eaton. 


The Daily Vindicator has a higher circulation 
rating thanis accorded to any other paper in 
Youngstown. 


TENNESSEE. 
The Commercial-Appeal has a higher circu- 
lation rating than is accorded to any other daily 
in Memphis or in the State of State of Tennessee. 


The Weekly Commercial-Aj Appeal has a higher 
circulation reting than is accorded to any other 
paper in Memphis or in the State of Tennessee. 


TEXAS. 
In the latest issue of the American New: 
Directory the circulations of os two daily 
rs of Kl Paso, Ti 
cently been made apparent that the Times rating 
is fraudulent. —PRINTERS’ INI Ink, July 22, 1903. 


The Tribune has a ‘a higher her circulation rating 
than is accorded to any other paper in Galveston. 


The yoy Sentinel has a higher ceeuiotion 
accorded other paper in 


iulies Shea is to any 


or 
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aay ag a ae 
The Ledger a d the Wi Letgor ts ve 
higher c — ratings than are. ied to 
any haar on papers in Taco’ 


WEST VIRGINIA. 


The Mail has a h gher circulation rating than 
is accorded t Oany other daily in Charleston ‘harleston. 


MANITOBA. 
Tn Manitoba and the Canadian Northwest the 
Free and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded co all the i daily fF 4-4 
combined, and the Weekly Free 
higher couiatt ion than is scoiedteun to any other 





ONTAR!O. 
The Daily Free Press has a higher one, 
foting than is accorded to uny other paper in 
jon. 


QUEBEC. 
The Family Herald and Weekly Ser has é 
higher circulation rating than is accorded to 
any other paper in Montreal. 





NOTHING BUT THE TRUTH. 


If you cannot afford to tell the truth 
about your goods, it won’t pay to adver- 
tise them. 

It means that there is something in 
the truth about them which will cause 
people to hesitate about parting with 
their dollars. 

The mission of advertising is to cause 

people to dig down—to convince them 
that ‘they are going to get something 
that is worth more to them than their 
mone 

(Oh, well, pretend that your goods 
have the qualities which attract people’s 
attention, anyhow!) 

Yes, of course you could, but the 
trouble with that is, you could only do 
it once. 

It may be true that “the public is 
fond of being humbugged.” as is pro- 


verbially reported to have been the say- 
ing of T. Barnum, but we hardly be- 
lieve the public will stand for being 


the same man.— 
etroit, Mich. 


humbugged twice b 
Direct Advertising, 





Advertisements ir Ge 
word, subject to appror 
copy and remittances to bittor ODI ODDITY San 


peetgorecas 





jo STON’S big postal card. A real oddity 
and a famous business Renate: Sample 
free. WM. JOHNSTON, 45 Rose St., N. ¥. 


ARLY issues of f Printers’ Ink ; almost the 
whole volumes one and two can be su 
plied by WM, sOHNSTON, 45 Rose St., N. 


ARTOONS—Publishers ha: 
ideas for by na — J local ee 
nm get clever drawing at low price. Ad- 

rons “CARTOONS,” 10 8t., N. ¥. 


pveasine “novelties; three best on 
earth. paying side line for wale 
men. One anal 


vorth 
cusapies, pomtpas “BOOK AND 


Sat isth St., Northwest, 
5 01 
Washington, D 6. . 
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THE SUPERIORITY OF 


The Seattle Times 


(DAILY AND SUNDAY) 
is shown conclusively by the table below: 








SEPTEMBER RECORD: 
The following « t of busi 
given i in inches, carried ~y ‘The ‘Times and The 
*P.-1.” during the month of September, 1903, tells 
its own story: 


The Times’ Record 








Display advertising.........secescececeseees 33,236 
Classified advertising..........ss...sseeeees 13,151 
ee 3,420 
Total for September..............0008 49,807 
The P.-I.’s Record 

Bhaplay aGvertising..<csccccpcccncccccccepece 27,088 
CinssiGed atvevtlein gn. cccccccce coccccccses 10,365 
Sie PEIN i 0 6cnkc ccccecensiecdvnvdes 182 
Total for September....... ....cccces 37,6390 

Tue Times beat the ‘ P.-1."......0.eeeeeeee 12,168 
Note that The Times leads The “P.-I.” by 


6,148 inches in display advertising, 2,782 inches 
in Classified, and 3,238 in lega S; and in the 
aggregate The Times makes the Splendid lead of 
12,168 inches in a single month, or about 32 1-3 
per cent. 








SWORN AVERAGE FOR SEPTEMBER: 


Daily, = 33,481 
Sunday, 36,962 


If you are not now using the Times, why not do so? 
The Daily and Sunday Times leads all other papers on 
North Pacific Coast in circulation and advertising 
patronage—display and classified. 








THE $. C. BECKWITH SPECIAL AGENCY 
SOLE AGENTS FOREIGN ADVERTISING 
43-44-45- 17-48-49 Tribune Bidg., New York 
510-551-512 Tribune Bidg., Chicago. 
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The Largest Circulation in Ohio 


Outside Cleveland and Cincinnati 











<= THE TOLEDO NEWS-BEE == 


TS IN ORDER IV D 
Al CHICAGO HOTELS IN LITTLE ITALY. 


Tatra ite ance Pr oe ne am 
> room —~ 9 











> 


THE — NEWS-BEE 


So completely cover the field for the Toledo 
advertiser that no other medium is in any way 
necessary. 

Each is distinct and supreme in its sphere 
—THE TIMEs on its merits as a modern morn- 
ing newspaper—THE NeEws-BEE as an alert 
and ever-aggressive afternoon penny paper. 

Each commands its own class of readers— 
combined they talk to double the number of 
people reached by any other Toledo publication. 

Your advertising contract will be written 
with the absolute assurance that you get a cir- 
culation of 


More Than 40,000 Daily. 


THE SCRIPPS-MCRAE LEAGUE. 











THE CINCINNATI PosT CLEVELAND Press 
THe Sr. Louis CHRONICLE TOLEDO TIMES AND News-Bee 
AKRON, OO. Press COVINGTON Ky. Post 


COMBINED CIRCULATION OVER 380,000 DAILy. 


D.J. RANDALL, 1. S. WALLIS, 
TRIBUNE BUILDING, HARTFORD BUILDING, 
“ NEW YORK. CHICAGO 
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Did You Know 


-es the circulation of the NasHviLLE Dai_ty News 
Was examined recently by the Association of 
American Advertisers P 








e 





b Raes the Association of American Advertisers issued 
a certificate to the DaiLy News showing a daily 
average of 19,053 for the past six months? 

HAT the circulation of the two other Nashville 
daily papers was examined at the same time that 
the DaiLy News’ was? 

S ihe the Daity News is the only paper in Nashville 
that has published its certificate, the two others 
declining to do so? 

HAT the Dairy News has the largest and most sub- 
stantial circulation of any daily newspaper in 
Middle Tennessee ? 

N Beewsad the Daity News’ short-time advertising rates 
will justify you in trying out any proposition in 
this territory? 

HAT the Daity News carries more local advertising, 
month in and month out, than either of its com- 
petitors P 


lf you don't, they are FACTS WORTH KNOWING. 


DAILY NEWS 


NASHVILLE, TENN, 
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Worth Considering 


OFFICE OF THE “VIRGINIA METHODIST,” 
KEENAN, W. Va., Sept. 11, 1903. 
Printers Ink Jonson, New York, N. Y.: 
DEAR SIR—Your inks are very satisfactory, and although the 
freight is a good deal from New York I send you another small 
order, Yours respectfully, Rev. GEORGE MarsTOoN, Publisher. 















OFFICE OF THE “ VIRGINIA METHODIST,” 
KEENAN, W. Va., Sept. 29, 1903. 
Printers Ink Jonson, New York, N. Y.: 

DEAR Sir—The inks arrived all O. K., andso far as I have 
used them I am well pleased. I have used the book ink and it works 
well in the fountain and is satisfactory in every way, even if it did 
cost about half the usual rates charged by otherconcerns. Yourstruly, 
Rev. GEORGE MARSTON, Publisher. 










It is a fact that the freight and express 
charges act as a barrier to my receiving more 
orders from far-away printers, but if they 
would only to stop to consider the amount 
saved on the price of my inks the difference 
would be in my favor by a wide margin. Of 
course, if you order a quarter-pound can, the 
cost of getting same will almost equal the 
value of the ink, but on larger packages the 
transportation charges added to my prices 
will make my goods cost less, delivered at 
your door, than you can buy in your own vicin- 
ity. Yourun no risk with my inks. If they 
are not found as represented, no argument is 
offered to change your views. The money is 
refunded along with the cost of transportation. 

Send for my new book, giving useful hints 
for relieving troubles in the press-room. 





















ADDRESS 


PRINTERS INK JONSON 
17 Spruce St. - - - - New York. 
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Putting a Small 
Ad in the 





Classified Columns 


of PRINTERS’ INK. 


“One day I thought of Printers’ Inx, 
which I had read several years. Seemed as 
though it ought to reach enough proprietary 
people to make advertising worth while, so I 
asked advertising men of the drug journals what 
they thought of it. They had already secured 
our business, so perhaps they were honest in 
their replies. ‘You might as well throw 10,000 
dodgers in Broadway,’ said they; ‘you stand as 
good a chance of having one picked up by a 
proprietary manufacturer.’ But we put a small 
ad in the classified columns of PRINTERS’ INK, 
and it brought replies. We followed with small 
display ads. To date our expenditure in your 
paper has been less than $50, and it has brought 
us more than $12,000 worth of business. Last 
month we got an order for $3,730 from the 
largest mail order house in Chicago. Our sales- 
man had passed this firm’s office a dozen times, 
never suspecting that they used tin boxes. The 
first sentence in their letter of inquiry was, ‘We 
saw your ad in Printers’ INK.’ To another 
PRINTERS’ INK customer we recently shipped 
1,494,695 boxes. Though all the trade papers 
we have used have brought us good results, 
none compares with PRINTERS’ INK.” —.Statement 
by Mr. Reiss, Advertising Manager American 
Stopper Co., 161 Water St., Brooklyn, N. Y., in 
PRINTERS’ INK of October 14, 190}. 


Classified advertisements in FRINTERS’ INK cost ten cents a line—count six words 4 a line. Con- 
ee ey *e terpenes any time. Address Business Manager PRINTERS’ Ink, 10 Spruce St., 








